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iy Felton Lively Flavors hop, skip and jump with 


sparkling animation. They sing out with delicious, taste-thrilling goodness and 


stamp your product with remembrance. 


THERE’S A FELTON FLAVOR FOR EVERY KIND OF CANDY— 
TESTED IN THE BATCH, PERFECT FOR THE PURPOSE 


TESTING SAMPLES ARE YOURS FOR THE ASKING 


| FELTON CHEMICAL CO., Inc. 


599 JOHNSON AVENUE, BROOKLYN 6, N. Y. 


BRANCHES IN BOSTON «+ PHILADELPHIA * SAN FRANCISCO «+ LOS ANGELES «+ ST. LOUIS 


CHICAGO + DALLAS + MONTREAL + TORONTO + VANCOUVER © WINNIPEG + MEXICO CITY 
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Now! Get uniform Lecithin-Action, 





every time... 


CENTROL ...now specified by many of 
America's largest lecithin users ...is laboratory- 
controlled from bean to finished product 


for the big swing to Centrol 
by more and more of the nation’s leading users of Leci- 
thin: strict laboratory control . . . straight through from 
bean to drum. Complete scientific processing by one 
responsible processor (one of the largest in the world!). 


know how impor- 
tant that is—for uniform performance in your product. 
You'll find a consistently high phosphatide content. 
Plus the finer lecithin characteristics that come from 
using only select-quality yellow soybeans, the most 
modern methods and equipment and a special deodoriz- 
ing process. 


that serves your needs 
best. Six standard types available: Centrol I (regular), 
Centrol I-B (bleached), Centrol II (fluid), Centrol II-B 








TO THE MANUFACTURING 
CONFECTIONER...CENTROL (LECITHIN) 
BRINGS THESE ADVANTAGES: 


Maximum reduction of viscosity per unit 
of Centrol used 


Easier mixing and handling through re- 
duction of surface tension 


Finer, smoother finish, longer-lasting 
freshness through better dispersal of fats 


Neutrality of odor and blandness of 
flavor 


same bleached, Centrol A-I amber, Centrol A-IB (same 
bleached). Available in 25, 50, 125, 225 and 500 pound 
drums. Write for free samples for comparative testing. 
Tell us of your present or contemplated use, so we can 
send samples of the type best for your needs. 


CENTROL 


laboratory-controlled from bean to finished product 


A product of CENTRAL SOYA COMPANY, INC., Dept. MC-2,ft. Wayne 2, Indiana. One of the world’s largest soy processors... makers of Mel-K-Soy, Hi-Soy, Soywip. 
Canada Distributor: H. Lawton & Co., Toronto 


for February, 1946 
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i. grape-laden arbors of America’s 
finest vineyards can produce no finer flavors 
than the laboratory-created grape specialties 
listed below. All have long since proved 
their excellence for confectionery use in the 
candy assortments of leading manufacturers 
from coast to coast. All have been thus 
tacitly endorsed by many of the country’s 


most astute judges of fine flavor. Let their 


endorsement serve as a reminder that until 
you try F. B. Grape Specialties you may be 
overlooking a profitable addition to your 
confectionery line. Why not write us today 
for samples and suggestions? 










For Creams and Fondants: 
FRITZBRO FRUITBASE GRAPE IMITATION 
FRITZBRO FRUITBASE CONCORD GRAPE IMITATION 
FRITZBRO AROME GRAPE IMITATION 


For Hard Candies and Jellies: 


FRITZBRO HARD CANDY FLAVOR IMITATION GRAPE 
EKOMO GRAPE IMITATION No. 1 
EKOMO GRAPE IMITATION No. 2 
FRITZBRO SUPERAROME IMITATION GRAPE 
OIL SOLUBLE GRAPE IMITATION No. 12005 








FRITZSCHE BROTHERS, Inc. 


PORT AUTHORITY COMMERCE BLDG., 76 NINTH AVENUE, NEW Soke it, N.Y. 





BOSTON CHICAGO LOS ANGELES ST. LOUIS TORONTO, CANADA MEXICO, D.F. 
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FOR BETTER FLAVOR...FOR BETTER 
TEXTURE IN YOUR CANDIES... 
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Progressive candy makers the country and the texture to their candies that con- 
over are turning to dry milk as the eco- sumers quickly recognize and demand. 
nomical, efficient way to add the flavor And candy makers are likewise turning 


to Land O’Lakes for quality dry milk. 
Land O’Lakes is a large manufacturer 
of dry milk—but, more important, Land 
O’Lakes specializes in quality dairy prod- 
ucts—and consequently its standards for 
dry milk are high. You'll find that dry 
milk from Land O’Lakes lives up to your 
expectations in your own plant. 


LAND O’ LAKES HAS BRANCHES IN 


New York City 11, N.Y. Charlotte 4, N. C. Pittsburgh 22, Pa. 
Newark 5, N. J. Atlanta 2, Ga. Buffalo 5, N. Y. 
Jamaica 2, L. I. N. Y. Kingston, Pa. Syracuse 1, N. Y. 
Philadelphia 23, Pa. Boston 13, Mass. Detroit 16, Mich. 
Baltimore 1, Md. Springfield 1, Mass. Cleveland 15, Ohio 
Washington 4, D. C. New Haven 3, Conn. Chicago 7, Ill. 


Richmond 20, Va. Providence 3, R. I. Milwaukee 12, Wis. 


LAND O LAKES 


CREAMERIES, INC. 


MINNEAPOLIS 13, MINNESOTA 


Also Famous For 


LAND O'LAKES SWEET CREAM BUTTER 
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You cant afford 


The flavor you put in your product is the 
decisive ingredient. For flavor is what the 
consumer buys. He judges quality by taste. 


Exchange Oil of Orange gives you more 
real orange flavor, drop for drop or pound 
for pound, than any other orange oil. 
That’s why more leading American man- 
ufacturers use it. 


Distributed in the United States exclusively by 


FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York II, N. Y. 


DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N. Y. 


Distributors for: 
CALIFORNIA FRUIT GROWERS EXCHANGE 
PRODUCTS DEPARTMENT, ONTARIO, CALIF. 


Producing Plant: 
The Exchange Orange Products Co., Ontario, Calif. 


Jor February, 1946 


not to use it! 


Compare Exchange Oil of Orange with 
any other offered. Give it all your tests 
for quality, uniformity and strength. Then 
you will buy Exchange Brand. 
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Z.. more than 75 years, Union Pacific has 
served thirteen western states ... been a partner 
in their development. 


This vast territory might well be called both the 
treasure-chest and bread-basket of the nation. In 
addition to its great wealth of industrial raw 
materials, a boundless supply of foodstuffs is pro- 
vided by its farms, ranches, orchards and fisheries. 


For example, in Colorado, Utah, Ne- 
braska, and California there is a large 
production of sugar beets used by the 
confectionery industry. Union Pacific 
has the equipment and personnel to 


UNION 
PACIFIC 


The Progressive 
UNION PACIFIC RAILROAD 
The Strategic Middle Leute 


THE MANUFACTURING CONFECTIONER 


‘ 

Un A 
OC, , 
re 


, (Yr 
la AAG Hl 


Cee ; 
Ca 
f ( 
¢ MOM re 
(CAG x 
OOK 


Af 
( 


Ce 


AAY 


COOAACCY 
COCO CCE 
MMOCLY 
7 ERE (S 

OOVY 
LECCE 


Above map does not attempt to show all 
products available in the various states 


meet all the requirements of shippers 
in those regions. 


These thirteen western states served by the rail- 
road are ripe for postwar expansion. They have 
the materials, facilities and space. 


Union Pacific will continue to play its part in 
the future progress of this western territory by 
providing unexcelled freight and passenger trans- 
portation over its Strategic Middle Route. 


th Acie’ 


*% Union Pacific will, upon request, 
Surnish information about avail- 
able industrial and mercantile 
sites in the territory it serves. 
Address Union Pacific Railroad, 
Omaha, Nebraska. 
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Presenting for the First lime 


A NEW SUPER-STRENGTH 
+/COCONUT FLAVOR | 


More Flavor - More\Iruve Flavor\ | 





Imitation 


COCONUT FLAVOR 


A. F. 


© There's power in MM&R's new Imitation Coconut PLavor AF! Its 
greater concentration spells real flavor economy, * To endow your coco- 
nut pieces, cream centers, bar goods, nougats and hard goods with the true 
flavor of the delicious, cree-ripened fruit, put IMtraTion COCONUT PLAvor 
AF to work for you now * Write for free testing sample. 


EYNARD, INC. 


ue ERS OF SSSEwTIAL Brat 


16 DESBROSSES STREET. WEW YORK CITY + 221 seate LASALLE STREET, cmcasa 














eee . 
Sew Rageles: Grau Corp. * Seattle, Pertiand, Spokane: Ven Weters & Regers, inc * 
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Day after day ... all across this broad land there 
flows milk . . . in tiny little streams and rivulets. 
Milk gathering into larger streams. Milk pouring into 
“rivers” for great markets! It’s true, for the year ’round 
millions of cows produce huge quantities of milk daily. 
Huge quantities are gathered, graded, inspected, proc- 
essed, re-gathered, shipped and used. 





In the great midland area of the United States .. . 
near the heart of the Dairy Belt, operates the great 
Midland Farm Products organization. Their purpose is 

simple . . . their task enormous. For years they have made 
it their business to arrange supplies of Quality Condensed 
Milk . . . supplies vital to the continuous production 





of important food manufacturers, such as Ice Cream. 
During these years . . . Midland has gained an enviable 
reputation for reliability ... both in quality and in meet- 
ing bulk deliveries steadily. Because Midland deals in 
“a quality product . . .in quantity production” .. . 
gathered from many sources, they have faced the issue 
squarely . . . decided above all else to hold to high stand- 
ards. 





2 PTE AT 


Recent months and years have been difficult because of 
the enormous military and allied needs. Midland has 
greatly appreciated your understanding and cooperation 


during this period. Even now it will be most helpful if ; 
you can advise us of anticipated requirements “well in £ 
advance.” 
J, 

* atin ; 


100 N. MICHIGAN AVE. * CHICAGO |! ° Superior (458 
110 BROADWAY ° WEW YORK 7, N.Y. ° Rector 2-0229 
833 MARKET ST. * SAN FRANCISCO 3, CALIF. ° Garfield 1488 
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AS PURE MAPLE SUGAR ITSELF 
350 MAPLE IMITATION 


Leading candy manufacturers are go- 
ing all out for this pleasing flavor. The 
reason? 350 Maple —Imitation gives 
your confections a deliciousness com- 
parable to the taste of pure maple 
sugar. That’s why this popular flavor 







ATLANTA * BALTIMORE « BOSTON * CINCINNATI + CLEVELAND 
DALLAS + DETROIT » HOUSTON + INDIANAPOLIS + KANSAS 
CITY, MO. + MINNEAPOLIS +» NEW ORLEANS*+ OMAHA 
PHILADELPHIA + PITTSBURGH + ST. LOUIS » SAN FRANCISCO 


continues to hold its longstanding po- 
sition as the industry’s favorite for 
creams, caramels, toffy and fudges. 

If you’re not already one of the many 
users of 350 Maple—Imitation, order 
a trial gallon today! 


0 ee $8.00 per gal. 
CASES (4—1 galls.) ............c.ceccceseeeeeneee —- 
Delivered from our nearest warehouse. 


MA 
H. counstA 









COM 
EST. 1851 iil 
9 PARK PLACE, NEW paver x 
11-13 E. WLINOIS ST.» proce 
4735 DISTRICT BLVD.- LOS 
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OIL OF 


LEMON 


U. s. | 








if its LEMON flavored - 
it’s 4 TO 1 TH a Lemon Oil delivers flavor... clarity and 


uniformity not found in any other 


OIL IS EXCHANGE! temonoi. 


Distributed in the United States exclusively by 


More than 80% of all the lemon oil used in FRITZSCHE BROTHERS, INC. 


° e . 76 Ninth A , New York II, N. Y. 
the United States is Exchange Lemon Oil. Pe 
DODGE & OLCOTT, INC. 
This overwhelming endorsement by the ee ee ee ee a oer 
Distributors for: 


trade is your assurance that Exchange CALIFORNIA FRUIT GROWERS EXCHANGE 


PRODUCTS DEPARTMENT, ONTARIO, CALIF. 


Producing Plant: 
EXCHANGE LEMON PRODUCTS CO., CORONA, CALIF. 
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More and more corfectioners the country over are 
learning that Staley’s Soy Flour offers a combination 
of outstanding advantages not found in any other 
candy ingredient. If you haven’t yet tried this fine 
product as an added ingredient in your formulas, you 
will be interested in knowing about these advantages. 


Used as directed, Staley’s modern bland soy four— 
1. Increases shelf life 
2. Improves flavor 





A. E. STALEY MFG. CO. 


Industrial Sales Division, Decatur, Illinois 


STALEY’S HI-FAT SOY FLOUR 
STALEY'S LO-FAT SOY FLOUR 


Canadian Representative: 


James L. Doig, 6876 Sherbrooke Street West, Montreal 28, Quebec, Canada 


Jor February, 1946 


Make Better Candy... 
At Lower Cost 


with Staley’s Soy Flour! 








3. Aids in the emulsification of fats o>) 
4. Improves texture ¥ 

5. Increases production x 

6. Reduces cost 4 

7. Increases nutritional value Be 

SA 

Mail in the coupon below for further details regarding ee 

the use of Staley'’s Soy Flour in candy making oe 

¥ 








| 
IL 





i = 

A. E. Staley Mfg. Co., Dept. MC-2 a" 

Decatur, Illinois l rage 

Please send me further information on the ! — 3 e 

following uses of soy flour in candy making: |” 

ey SE eS ae l 
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SAVE WITH “SAVAGE” 


Machinery and Equipment made by SAVAGE has set a 90-year record for low-cost operation and mainte- 


nance. Close cooperation with confectionery manufacturers enables SAVAGE to anticipate your own needs. 





TILTING MIXER. Adaptable for caramel, nougat and coco- OVAL TYPE MARSHMALLOW BEATER. 100% sanitary. 
nut batches. Double action agitator. Belt drive or motor More beating space for volume. Faster heat discharge. Quick 
drive. Sizes 25, 35 and 50 gallon. cooling. 150 and 200 pound sizes. Belt or motor drive. 



































es 


SAVAGE Scientific Heating-Cooling Slab. Even heating or cooling at all times. No hot spots. Will cool 20% 


faster. Withstands 125 lb. working pressure. Legs adjustable. Completely fool-proof. 


Perfect for Bottomer 
Cooling Tables. 


SAVAGE has given almost a century of service to manufacturing confection- Since 1855 
ers. This long record of high-quality machinery production plus efficient repair 
service has made the name SAVAGE synonymous with candy machine quality. 





Savage Machines Will Help Speed Your Production. 


SAVAGE BROS. CO. 


2638 GLADYS AVE., CHICAGO, ILLINOIS 
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ideal for: Cream Centers, Hard Candies, Gum Drops, Taffy, Pastry Jellies, etc. 


Whether you prefer the luscious fruit of the sunny South, the whole- 


some flavor of the Golden West, or the exotic tang of far off lands, 


Dreyer skill and universality reaches out into every source. You may 


have your choice of authentic essential oils, their concentrates and 


emulsions distilled from the fresh fruit tangerine, lemon, bergamot 


lime, orange, mandarin brought to you from every corner of the globe. 


BOSTON HAROLD H. BLOOMFIELD 
CHICAGO . WM. H. SCHUTTE CO. 
CINCINNATI . WM. G. SCHMITHORST 
DETROIT. . Lb. H. CARLSON 
PITTSBURGH . . . . B. OSTROFF 
LOS ANGELES ALBERT ALBEK, Inc. 
PHILADELPHIA R. PELTZ CO. . 


Jor February, 1946 


SEND FOR DREYER CATALOG “'C” 


DE aD) 


DREYER ini 


PERFUME COMPOUNDS * FLAVORS | 


Gre 
g ° ESSENTIAL OILS * AROMATIC CHEMICALS |) 





119 WEST 19th STREET 






NEW YORK 11,N. Y. 


THOMPSON-HAYWARD CHEMICAL CO. 
KANSAS CITY 

AND CITIES THROUGHOUT MIDDLEWEST 

4 

MEXICO . EMILIO PAGUAGA 


PRINCIPAL CITIES IN SOUTH AMERICA 
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Sing a Song of 
/ SUGAR SAVING 


GET IN TUNE 
WITH 


You don’t have to be off key if you're short of sugar— 
you can join the happy chorus of VEG-A-LOID users. 
VEG-A-LOID cuts sugar ratios to a minimum, permits 


Merry, merry men are we— manufacture of 100% corn syrup gums. 


We're gay and troublefree, * Keeps you in harmony with consumers too, they like 
The curse of shortage we the freshness, improved taste and quality of products 


avoid, made with VEG-A-LOID. 
With sugar-saving 


VEG-A-LOID! No pip-squeak substitute—VEG-A-LOID is the melodious 


theme song of sugar saving in: 


CAST JELLIES ° SLAB JELLIES CARAMELS 
CHOCOLATE-DIPPED JELLIES . PAN WORK 
HAND ROLLED CREAMS * _CAST CREAMS 


Write us for full details and recipe M. 


MANUFACTURING SPECIALISTS TO THE FOOD INDUSTRY 
245 Seventh lrenue, New York, N. GY. 
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Prepared--Buy BURRELL BELTS 


They’'Il‘Reduce Breakdown Losses in Production 





Here's A Special Message For You! 


The year ahead may be the most important one in your 
life as a candy manufacturer. Now is the time to lay your 
plans for greater production when raw materials become 
available in larger quantities. Plan to use BURRELL belts 
to avoid production delays caused by belting breakdowns. 


When you think of belts, think of BURRELL 
belts. They give longer lasting performance. 
Over 32 years of designing special belts for 
candy manufactures gives us the experience 
to fill your every belting need quickly and 
satisfactorily. 


Don’t wait until you have a breakdown to order new 
belts. Have a BURRELL “spare” in the plant at all times. 
A spare is your insurance against production losses caused 
by breakdowns. Help us fill your order more efficiently by 
giving us complete and accurate information concerning 
type, exact size and length, and then call on us for prices 
and information. 











Measure Belts for Correct Size Before Purchasing 


To measure for belts, be sure all take-ups are at such a position that the minimum 
belt length can be determined with a steel tape. Be sure the tape travels the same 
path the BURRELL belt will travel. Include exact length and width of each belt. 


Write or call us for recommendations and information on sizes and types. 





It Is Profitable to... 
Let BURRELL belting experience and the . . . 11 BURRELL stars help you! 





* THIN-TEX CRACKLESS Glazed Belting * Innerwoven Conveyor Belting 

* Caramel Cutter Belts * Batch Roller Belts (patented) 

* Feed Table Belts (endless) * Cold Table Belts (endless) 

* Caramel Cutter Boards * White Glazed Enrober Belting (Double 
* CRACK-LESS Glazed Enrober Belting texture; Single texture; Aero-weight). 


* Packaging Table Belts (Treated and * V-Belts (endless) 
Untreated) 


“Buy Performance" 


BURRELL BELTING CO. 401 So. Hermitage Av. Chicago 


for February, 1946 














A NEW DESIGN OF PUMPS THAT MAINTAIN 
VOLUMETRIC EFFICIENCY LONGER. 


pdewn Pump? 


THAT EMBODY MANY NEW FEATURES AND 
WHICH OVERCOME USERS’ OBJECTIONS TO 
CONVENTIONAL DESIGNS. 


ieee? 
x ’ 





T-MODEL 








A. C. MODEL 


Ve 0 : oe ae yee z “The Challenger 





M-100 MODEL 


The Victor 


The only pumps so far as we know that are equipped with a real automatic wear control, that com- 
pensates for normal wear so that volumetric efficiency is maintained even though head pressure is 
increased. 


They have AUTOMATIC self-take-up seals. 


They have positive displacement and maintain a steady, non-pulsating delivery — no churning — no 
foaming. 
They will transfer — meter or proportion anything that can be pumped. 


They are of the most SANITARY construction — no pockets, threads or 
corners. Nothing to impede the progress of the product from entrance 
to exit, . 

Built of STAINLESS — easily cleaned and for a “built-in” pump, we make 
ONE THAT DOESN’T NEED LUBRICATION. 


© WLEWRP wo 


IF YOU WANT TO GET RID OF PUMP TROUBLES 


GET THE ~SLOW-MASTER__ AND YOU'LL GET SATISFACTION Literature on request 





MARCO CO. Inc., Third and Church Sts., Wilmington 50, Del. 


Established 1936 
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WHAT IS 
Whe 


To homogenize is to put compatible or incom 
patible components in a liquid media into 





stabile suspension 

A Kowe tty ol Jaleo Meolilo Mt ticle}iip4-Mtolilel MiammoMaclifeliele) 
substance so that they will remain fixed, neither 
rising if they are lighter than the vehicle, nor 
settling if they are heavier, or 

To reduce oils or fats in a water vehicle to 
minute globules and to so disperse them that 
aS iolsum ut ielil mist -Miselumiicelililaclilol mes 

To suspend pigments, minerals, or the 
Tamem a tilial 

These several actions are accomplished 
the FLOW-MASTER process by reducing all ele 
ments to minute subdivision by a series of 
actions, and then thoroughly coating all sur 
faces with the vehicle. This enables them to 
defy the law of gravity although the solids 
may be heavier than the vehicle 


~ 


KOM .-BI-NATOR 
HOMOGENIZER 





All of These Definitions Are Based on What The —LOW-MASTER__ 
Is Doing Throughout Industry Today 


It is processing products that were thought impos- turizes — emulsifies — stabilizes — grinds under 
sible to homogenize and producing entirely new steady, hydraulic pressure and also bleaches some 
products in some cases. products where necessary. 

It is increasing the shelf life in others — cutting These results are accomplished, not by pressure alone, 


processing costs— improving quality and appear- but on a series of actions as the product passes from 


ance and putting compatible and incompatible mate- entrance to exit and under temperature control if 


rials into perfect homogeneous compounds. desicabia Boch mosesesive F 







These accomplishments are possible because action brings the product 


2 THE FLOW-MASTER one step nearer perfection 
works on an entirely new and more scientific prin- until the desired result is 
ciple. It not only homogenizes but it blends — tex- achieved. 





MARCO CO. Inc., Third and Church Sts., Wilmington 50, Del. 


Established 1936 
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"Ape You 
Be 7 opand your lane. 


You will want to know about the new Soyco. 


Soyco is an ideal whipping agent in nougat bars, marshmallow 
bars, hand rolls, starch-run creams, mint patties . . . and the other 
kinds of candies you are planning to add to your line. 





Yet Soyco costs you far less than egg albumen. 


You can depend upon Soyco to give your candies good 
texture. And candies made with Soyco have longer 
shelf life. 


You get all these advantages with this new, 
improved, Soy Albumin Soyco, too: 


The new improved Soyco whips up to a 
a greater increased volume in syrup, thereby 


helping to keep costs down—quality up! 








The new improved Soyco has greater stabil- 
ity. The bubble structure is smaller, which 
makes it about twice as stable as before! 


The new improved Soyco is whiter in color 
and considerably higher in protein. 


The new improved Soyco is almost completely nonhygro- 
scopic. And this resistance to humidity means far less 


trouble, far better results! 


& The new improved Soyco is reliably uniform—it’s lab- 





oratory-tested before delivery. And it costs no more than 
before! 


Follow the lead of scores of plants which Free—write for your new Soyco formula 


costs less to buy—costs less to use! 







THE NEW IMPROVED SOYCO 
‘WS not just better — 
hts Five Ways better!” 


SES BLOGS 
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have proved by regular use—that Soyco folder. Place your order through our main 


office, right now! , 


Wilson Froduels 


DIVISION OF THE BORDEN COMPANY 
350 Madison Avenue * New York 17, New York 
Canada Distributor: H. Lawton & Co., Toronto 
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The Instant 
and Continuous 


FONDANT MACHINE 


The dream machine of the candy world will quietly step in and smoothly take over your fondant 
making problems . . . quickly, easily and instantly .. . saving you floor space, floor load, and 
manpower. Imagine the thrilling experience of watching fondant pour forth hour after hour 

just as simply and continuously as water flows from a faucet. That's how this NEW, 
Aluminum, Fondant Machine operates, producing a smoother, finer fondant at far less 
cost. Try if you can to imagine a beautiful and small, cleverly engineered unit made 
for new continuous, production-line methods . . . A unit that does a far better 

job in less time. No expensive labor-time lost in scraping and scrubbing at 

the end of the working day . . . keep the machine operating right up to 

the last minute . . . then the next morning throw the switch and watch 

the smooth fondant pour forth instantly . . . as though the previous 

working day had ended only a few seconds ago! The Instant and 
Continuous Fondant Machine revolutionizes the making of 
better Fondants, Fudges, Bon Bon Creams, Hand Rolls, etc., 

in either small, medium, or large volumes . . . in either 


small, medium, or large kitchens. 


Itt A “Dream” To Oneraie - 


Se Simple... 
So Easy... 


Se Yast... 
Sa Clean ...! 





KENMER PRODUCTS eee 


30 N. LA SALLE STREET 
CHICAGO 2, ILL. 
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WALTER W. SANDEL, Phcsdelond 








December 15, 






California Fruit Growers Exchange 
Products Department 
Ontario, California 






Gentlemen: 






We have used Exchange Brand Citrus Pectin 
over a period of fifteen (15) vears in the manufacture 
of Miss Norris confections and believe it to be a 
superb product offered the confectioners for the 
manufacture of pectin jells. 











Our experience has been very satisfactory 
in manufacturing clear, tender, delicious jJells, firn 


WALTER Ww. SANDELL in texture which bite off easily without toughness 
President or stringing. Batches run uniformly which lowers 
an production costs in cutting and handling. 


Miss Morris Condi 
es 

We have found by actual test that sanded 
jJells made with Exchange Brand Citrus Pectin used in 
our Miss Morris sunmer-time packages stand up in 
perfect condition in the high tenperatures of July and 
August losing but little of their moisture content 
over a long period of time. 















Yours very truly, 


ANDIES 






Walter W,. 






EXCHANGE 
1°, Cali fornia 
udson St.,New York 13 


ica. CALIFORNIA FRUIT GROWERS 
vege 22 189 w —_— Department: Ontari 
+ Madison S¢,, Chicago 2+99 4 
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Don't Let Unsanitary Conditions 
Sabotage Your Sales Department 


In 1925, The Manufacturing Confectioner began a series of continuing studies on candy 

plant sanitation. A helpful checklist of things to watch in maintaining a more sanitary 

plant is given in this article. In the light of a necessity to take positive steps in the direc- 

tion of cleaner plants, a group of articles discussing these problems is being prepared 
for The Manufacturing Confectioner. 


OW that the confectionery industry’s labor supply 

situation is easing, through return of old employees 
from the armed services and increased availability of 
new help, sanitation is destined to p'ay a more important 
part than ever in the manufacturer's ability to keep his 
books in the black. 

Charles F. Scully, Chairman of the National Confec- 
tioners’ Association Sanitary Standards Committee. 
concisely and effectively states the candy makers’ post- 
war situation in this regard. Concerning the business 
viewpoint, he says: 

“War has enlarged our sphere of scientific knowledge 
to an unbelievable degree. Today, you and I speak read- 
ily of atoms. radar. penicillin, DDT, electronics; prewar. 
these words were almost totally foreign to our thinking. 
War has ushered in a new era of scientific progress. 


“This urge for progress is resounded in industry. Our 
own industry, for example, is striving for production 
of the best candy possible; and to accomplish this we 
must take advantage of all avenues of scientific knowl- 
edge. High grade materials, plus modern, sanitary pro- 
duction methods, will enable us to make our confec- 
tions the most wholesome, the most delicious, the most 
perfect in the whole world.” 

Mr. Scully pulls no punches in regard to the legal 
picture. He emphasizes that the Food and Drug Ad- 
ministration makes its charges on the basis of micro- 
scopic analysis of your product and says: 


“Under the law. you can be compelled to put your 
plant in such condition that it will have no extraneous 
material, no flies, no unhealthy conditions. If your plant 


does not come up to requirements, they can close your 
plant until you do.” 

Both the financial and legal advantages of operating 
a sanitary plant are thus obvious. 

The actual. super-clean housekeeping involved. how- 
cver, is not always easily achieved; for the confectionery 
industry is a highly complex business involving both 
raw material and production factors not characteristic 
to other industries. Sanitation, however, is best regarded 
as a preventive maintenance plan: the plant must not be 
permitted to become dirty. And this, in turn, involves 
each individual in the plant. As Paul Plant, Plant Pro- 
tection Dept., The B. F. Goodrich Co., says: 

“Keeping an entire plant neat and clean is not some- 
thing that an expert or any one department can accom- 
plish alone. All workers must be imbued with the im- 
portance of the job and taught how to do it, and they 
must not only be taught these things but also kept from 
forgetting them. Education, in good housekeeping, fur- 
thermore, should start with the supervisors and fore- 
men, as they must be relied upon to keep the teachings 
alive throughout the plant.” 

THe MANUFACTURING CONFECTIONER first began a con- 
tinuing study of the problem of sanitary production 
methods in the industry in 1925. Some of the more im- 
portant findings are presented in the checklist below. 
Full length articles will discuss these subjects from time 
to time. 

Layout of Plant: Departments and equipment should 
be so arranged that cleaning can be done quickly and 
easily. Storage rooms should be adequate and so placed 
that completed work may be taken out immediately to 
avoid cluttering of the work rooms. Lunchrooms and 





W. F. Schrafft & Sons Corporation, Boston, stress the problems of sanitation continually in their plants with the results 





visible in the photograph above. Cleanliness is the keynote to a complete sanitation program. 
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restrooms should be provided in a part of the build- 
ing separate from the workrooms. A dispensary should 
he conveniently accessible. 


Location of Plant: \f possible, somewhat distant 
from other industries, so as to avoid excessive dust, 
objectionable oders. 

Floors: Hard surfaces, such as tile or waterproofed 
hardened concrete preferred. Should withstand action 
of weak acids and alkalies and be waterproof and water- 
tight. Corners and baseboards should be rounded with- 
out ledging. Direct connection should be provided be- 
tween sewers and drains, to speed removal of water and 
drying. Cracks and crevices should be eliminated, as 
they afford breeding places for vermin, wild yeast, and 
other bacteria. Clean all floors daily and brush frequently. 

Walls and Ceilings: A high gloss finish means less fre- 
quent brushdowns and permits easier cleaning. Some 
companies employ continuous painting squads working 
from floor to floor. Pipes and shafting should be so 
suspended as to keep dust and dirt collection to a 
minimum. Piping should be insulated with material im- 
pervious to moisture so as to eliminate condensation and 
dripping. Breaks and cracks demand immediate repair 
as protection against bacteria. Baseboards and angles at 
the junction of floors and walls should be carefully 
checked as possible refuges for insects or rodents. 

Windows: Studies indicate all windows lower than 
those of the tenth floor should be kept screened. Adequate 
screening will keep out flies, insects, and night-flying 
moths. 

Equipment: Constant cleanliness should be assured, 
even if it means providing a special clean-up section that 
moves from machine to machine, wiping each off and 
keeping it free from dust and spillage. (Machinery manu- 
facturers have already indicated the importance of clean 
equipment by introducing enclosed, streamlined machines 
that prevent dust and grime accumulations on working 
parts and by painting their machines in light colors that 
enable quick discovery of any soiling or dust.) All ma- 
chines and work areas should be left spotless at the end 
of the day’s work. A suggested, practice-tested way to 
accomplish this is to provide an incentive plan for em- 
ployees by departments. One firm gives awards to the 
“cleanest department” at an “honor banquet” for all de- 
partments found satisfactory. Unsatisfactory depart- 
ments are not invited. 

Personnel: Lectures, films, literature, and placards 
should be used to indoctrinate all employees with the 
urgency of personal cleanliness and sanitary production 
methods. Distinctive, free uniforms and free laundering 
therefore, are suggested also. These stimulate employee 
interest in the company’s problems, indicate that the com- 
pany really is insistent and intent on its sanitation and 
cleanliness program, and actually provide cleaner work 
clothes in which outdoor dirt is absent. Some concerns 
even employ manicurists to insure hand cleanliness 
among employees. 

Inspections: Frequent, thorough inspections at un- 
announced times have been found extremely valuable. 
Findings should be recorded and acted upon as the 
situation demands. The inspector should not give the 
impression of eager fault-finding, however. Rather, he 
should cooperate with the foreman and exchange com- 
ments and constructive criticism with him; and sugges- 
tions of the foreman should be acted upon whenever 
possible. A complete sanitary survey by a sanitary expert 
is advised at least once a year. Inspectors should par- 
ticularly check the following: 


page 24 





Another view of the Schrafft plant which again shows that cleanli- 
ness is the “order of the day.” 

1. General sanitation (floors, walls. woodwork, 

equipment for dust, lint, spillage). 
Lighting. 

Heating. 

Refrigeration. 

Ventilation (screening, air conditioning). 
Stairs, elevators, and fire escapes. 

Health and safety devices. 

8. Plumbing (restrooms, drinking water, drainage, 
water supply). 

9. Machinery and equipment (hand utensils, cook- 
ing and mixing machinery, enrobers, de- 
positors, moulders, conveyors). 

10. Tables, slabs. 

11. Raw materials (in storage, in preparation for 
use, in process). 

12. Employees’ services (lockers, cafeteria, rest- 
rooms, first aid room). 

13. Personnel (appearance and cleanliness of uni- 
forms, personal hygiene, disease traces). 

Waste and refuse disposal. 

15. Miscellaneous places, such as cabinets, drawers, 
shelves, for dirt. 

16. Entrances and areas exposed to the public. 

Plant Rules: These should be clear, firm, and con- 
veniently posted. They should not, however, imply lack 
of trust in the individual employee, nor should sup- 
plementary literature on the cleanliness campaign or pro- 
gram be permitted to become monotonous and “over- 
done.” “It isn't long before admonitions about keeping 
departments clean become very tiresome with repetition,” 
says Mr. Plant. “Our idea was to get away from con- 
stant reminders that might be regarded as nagging and to 
promote a friendly and cooperative spirit in the 
plant instead of resentment. So we use as much humor 

-if it isn’t always humor, it’s at least done in good 
humor—-as we can put into the campaign. The results 
tell us that we are on the right track.” 

Enforcement: “In some instances, where departments 
have been slow in complying with clean-up regulations,” 
says Mr. Plant, “a company photographer has taken 
pictures of the conditions criticized. The pictures were 
sent to the vice-president in charge of production, who 
in turn took them up with the general superintendent 
involved. Before and after pictures also have been pub- 


lished.” 
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Among the Men in Candy History: 
Tom Henry, Little Rock, Arkansas 


EDITOR’S NOTE: F:om time to time, THE MANU- 
FACTURING CONFECTIONER plans to present the 
stories of production men, “The men behind the kettle”, 
who have been so instrumental in developing uses of raw 
materials, new candy items; and in general, have done so 
much for the candy industry with so little actual publicity 
and credit being given to their work. Many of these men, 
traveling from plant to plant, have gathered and dis- 
seminated practical and useful information. They did 
much of the pioneer work upon which a successful in- 
dustry is based today. Stories are invited. 


6 After more than 50 years of hard work in the ‘hard 

A work part’ of the candy industry. | retired from 
active work on the first of January. During these many 
years, I have lost less 
than six days of work.” 
says Mr. Tom Henry 
of Little Rock, Arkansas 
and erstwhile production 
manager for the Karcher 
Candy Company of that 
city. This statement typi- 
fies the aggressive spirit 
and industriousness of 
the men who have made 
the candy industry a 
leader in the food field 
and of those who are 
taking over and keeping 
it on top. 

Mr. Henry. who plans to 
do consulting work in the 
industry, started his candy 

Mr. Tom Henry career for “Old Greek 
Joe,” in the year of 1812 in Denver, Colorado. He then 
moved to the I.X.L. which was changed to the Enter- 
prising Candy Co., then to the Austin Candy Company 
and finally to its present name of the Brecht Candy Com- 
pany. After working for this company under its various 
titles, Mr. Henry went to Colorado Springs to work for 
the Clark Candy Company. From the Clark Company. he 
moved to Kansas City where he joined the National Bis- 
cuit Company. 





A full page advertisement from the October 9, issue, 
1931. of the Arkansas City (Kansas) Daily Traveler ex- 
tolls the “new Tom Henry Mallow Milk Bar” which, at 
that time was being manufactured and marketed by the 
Chase Candy Company, St. Joseph, Mo. 


After leaving the National Biscuit Company, Mr. 
Henry joined the staff of the Enceco factory of the 
National Candy Company in Chicago. He then went to 
the Mike Shields plant, then to Bunte Brothers, then to 
Martin Dawsons. “All of this Chicago work was about 
the year of 1905”, according to Mr. Henry. 


After leaving Chicago, Mr. Henry went to Kansas City 
and operated the candy factory for the Jones Dry Goods 
Company of that City. He spent some time there before 
going to lola, Kansas, to build a plant for Brownfield 
Sifers Company. From Iola, Mr. Henry went to Arkansas 
City, Kansas to build a plant for the Ranney Davis Mer- 
cantile Company. His last active connection was with the 
Karcher Candy Company of Little Rock. Arkansas. 
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The Mallow Milk Chocolate Bar which Mr. Henry de- 
veloped, was made into a candy bar by casting it into a 
wafer cup. This was a hand-coated piece which has not 
been in production during the last few years. 

That Mr. Henry really has plenty “know-how,” when 
it comes to making candy is clearly evidenced in the 
praising letters from businessmen in various fields. 

From C. E. Beck, treasurer and general manager of 
Ranney-Davis Mercantile Co.. Arkansas City, Kansas, 
came this commendation, in 1941, on Mallow Milks: 
“I’m glad you had me in mind and sent me a sample of 
your new idea on Mallow Milks, and I can’t, for the life 
of me, see why you can’t make a big success of this 
package.” And, in another letter, in 1942: “I want you 
to know that lovely box of lemon, orange, and raspberry 
banquet jellies arrived in A-1 condition . . . If there is 
anything finer in candy, I don’t know where to get it. 
I see that you still have the knack of knowing how to do 
things, when it comes to making delicious candy.” 

In 1943 Mallow Milks again received warm praise. 
this time from the superintendent of Kanotex Refining 
Co.. Arkansas City. “The box of Mallow Milks,” he 
wrote, “came and are being very much appreciated by 
the family and myself. If | remember right, you your- 
self developed this chocolate, and it certainly does you 
credit.” 

These are only a few of the many letters Mr. Henry 
showed us. The following excerpt, from a friend’s letter, 
however, sums them all up, and will do much to warm 
the hearts of all candy manufacturers, who—like Mr. 
Henry himself—are always glad to know their products 
really are appreciated and have made people happy: 


“An Artist Supreme...” 


“Dear Tom,” the friend wrote, “There never has been 
finer candy made by anyone than Tom Henry’s Banquet 
Jellies and Mallow Milks. As a candy maker, you are an 
artist supreme, and | mean it surely. It has been years 
since I used to delight in ‘browsing’ around through your 
candy factory and sampling the various delightful con- 
coctions of ‘yours, and I see you have lost none of the old 
skill. It was wonderful of you to remember me with this 
big box of your super delicious Banquet Jellies. Always 
in my taste they rivaled your wonderful Mallow Milks.” 

And ‘way back in 1931, fellow business men of Ar- 
kansas City, published a full page advertisement in the 
Daily Traveler as a compliment to Mr. Henry “in his 
outstanding achievement to the candy industry through 
the successful development of the already famous Tom 


Henry Mellow Milk Bar”! 


Mr. Henry says, “During my tenure in the candy busi- 
ness, I can’t see that there have been many changes as far 
as materials go. We are still using the old standbys. 
There have been gigantic strides in the method of manu- 
facture, however. When I was a boy, we used to funnel 
candy into starch impressions, one piece at a time; 
whereas today, we fill a tray with one operation. The 
same is true of removing the pieces. In the case of sand- 
ing on gum work, the whole job becomes one operation.” 

Bearing out the personal touch of the early candy mak- 
er, Mr. Henry says, “I have also had a great deal of 
success with pan work and all kinds of satin finish work. 
I guess that I could say that I have never made a batch 
of candy in which I was not taking an active part.” 


Mr. Henry plans to do some traveling from now on 
and to help with candy problems here and there in a 
consultant capacity in order to be able to “apply his 
long experience to the production of better candy for 
the ultimate consumer.” 
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At NCA central west regional meeting, Chicago, last month (left 
to right): NCA President, Philip P. Gott: Charles F. Scully. Wil iam- 
son Candy Co., Chicago, NCA vice-president: Herman L. Heide. 
Henry Heide, Inc., New York: C. O. Dicken, E. J. Brach & Sons, 
Chicago: Harold O. Smith, Jr.. NCA Washington office manager: 
Jack Willem, Leo Burnett Agency, Chicago; W. Melville Cribbs. 
National Candy Co., Chicago. NCA director. 
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Equipment used at recent army Quartermaster Corps baking test 
in Chicago. 





Sol Leaf, head of Leaf Gum Co., Chicago. receives scroll from 
Pete Trent. sales and advertising director, given by firm’s ex- 
ecutives and employees at sales conference. 


Ice cream mixer in operation at the army’s Chicago Quartermaster 

Depot. Both it and the above baking test equipment are of stain- 

less steel, which has found wide acceptance in the confectionery 
industry for everything from sanitary piping to pails. 





ABOVE: Enlarged packing department for box chocolates. Sierra 

Candy Co., San Francisco. BELOW: E. S. Dowling (left), Dilling 

& Co., Indianapolis: C. E. Brockman, vice-president, Swedish 

Suchard Chocolate Co. and Lid Koeping Candy Manufacturing 

Co., Alingsas. Sweden; Oscar G. Trudeau (right), Trudeau Candies, 

Inc., St. Paul, receive prevue of 1946 NCA Council advertising 
from NCA President Philip P. Gott. 








Returned vets at Curtiss Candy Co., Chicago: Charles Margetic, 

Joseph Kurhayez, George Wimmer, and Bernard Meyer. Firm 

had 1,120 employees in service, has already employed or re- 
employed 167 returned service men and women. 
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Forecast More Favorable 


Position For Confectionery 
Industry During This Year 


Any discussion of raw material prospects and trends. can, at best. be only a summary 

of general information based on a survey of the conditions at present and those 

foreseen for the immediate future. In this article. THE MANUFACTURING CONFEC- 

TIONER has brought together such information as is available from several sources 
from which you may draw your own conclusions. 


Fer,» 1946—ushered in with a 
strike-troubled, shortage- 
plagued January — appears destined 
to go down in business history as an 
all-time economic headache, Wash- 
ington analysts expect the candy 
manufacturing industry to attain a 
more favorable position during the 
year than obtained toward the end 
of 1945. 

Charles E. Lund, Chief of the 
Foodstuffs, Fats, and Oils Unit of 
the U. S. Department of Commerce. 
lists these two contributing factors 
as basis for the analysis: 

1. An easing of the sugar situa. 

tion through expected in- 
creases in rations for candy 
manufacture as the year pro- 
gresses. 
A high level of consumer de- 
mand for candy which has 
only partially been satisfied 
during the war years. 

Stepped-up competition and intro- 
duction of new and improved pro- 
ducts are also foreseen by Mr. Lund. 

“Many confectionery manufactur- 
ers, anticipating keen competition 
within the industry,” he says, will 
modernize their plants with new 
equipment which will become avail- 
able in 1946. Others, with ideas 
for new or improved products which 
they were unable to execute during 
the war period, are expected to in- 
troduce lines of goods not previously 
manufactured.” 

Announcing a stepped-up promo- 
tional program to increase per capita 
consumption of candy, the National 
Confectioners’ Ass’n, at its regional 
meeting last month in Chicago, 
further indicates the confectionery 
industry is bidding for an increased 
market. An intensive consumer ad- 
vertising series in both Lire and 
THe Saturpay Eveninc Post will 
dramatize the-need-for-renewal-of-en- 
ergy theme, stress “the fundamental 
story of candy’s food value, and ex- 
plain why modern candy finds a 
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justified and well merited place in 
the daily diet.” The home economist 
phase will emphasize “the principal 
nutritive values of candy and other 
energy foods.” James F. MulCahy. 
merchandising director of the NCA, 
will work with wholesalers across 
the country, in development of a 
sales training program, following 
which the NCA “will offer to train, 
on a cooperative basis, selling per- 
sonnel selected by the wholesalers.” 

Just what dollar volume the 1946 
confectionery industry will achieve, 
however, largely hinges on the raw 
material supply. In this, the demand 
for all products is large. but the 
supply ranges from “decidedly uncer- 
tain” to indefinite, with sugar and 
corn in the most pessimistic posi- 
tions. Phillip P. Gott, NCA presi- 
dent. however foresees no increase 
in candy production before April 1. 
as the industry is operating for the 
first quarter on a 50 per cent allot- 
ment on the basis of 1941 consump- 
tion. 

“Any increase in candy produc- 
tion in the first quarter is definitely 
out,” he told the press because of this 
low sugar allotment. What will hap- 
pen in the second quarter, no one 
knows. There may be some relief 
as volume shipments of the new 
Cuban sugar crop begin coming in.” 

In discussing the uncertain sugar 


outlook, at the NCA meeting, Harold ° 


O. Smith, Jr., NCA’s Washington 


office manager, stated: 


“An increase in the sugar supply 
for the first quarter is definitely out. 
As now foreseen there will be only a 
small increase in the available supply 
of sugar during the second quarter, 
unless the supply of raw sugar 
reaching the refineries during the 


last month of the first quarter is 
sufficiently increased.” 

Reasons advanced by the U. S. 
Department of Agriculture as_re- 
sponsible for this condition, said 
Mr. Smith, are: 

1. Greatly reduced stocks of 
cane sugar in the Eastern 
areas. 

2. Cuba’s stocks at the lowest 
point in history. 

3. No available stocks to bor- 
row from. 

“Any relief for the present,” he 
stated, “must come from domestic 
beet production. The only possibil- 
ity of meeting the present first 
quarter quotas depends upon get- 
ling all available supplies from Cuba 
and Puerto Rico.” 

Transportation and internal strife 
bottlenecks, he further explained, 
eliminate South Pacific areas for 
furnishing any immediate relief. 
Shipments from the West Coast may 
be able to bolster the supply of the 
second quarter, he thought, but “the 
Middle West cannot figure with any 
certainty that shipments from the 
Gulf area will have any great effect 
on the supply for the present.” 

“The second quarter supply will 
depend on how fast it’s possible to 
get raw sugar into the refineries 
and the time required for processing. 
The earliest relief that can be fore- 
seen on the raw sugar will be about 
the last month of the first quarter.” 

Indication that the sugar situation 
will ease gradually during the year. 
depending on a multitude of econom- 
ic factors, also is revealed by Bache 
& Co., the New York futures concern. 
In its cautious “Commodity Out- 
look,” the company states: 

“There is no question but that 
the American consumer in 1946 will 
fare better than in 1945. Best esti- 
mates, however, would tend to indi- 
cate a continued shortage of sugar 
in a decreasing degree through 1946. 
It is therefore expected that the Gov- 
ernment will continue to maintain 
control over sugar prices and sugar 
distribution during the greater part 
of this year.” 

Asserting that “the Government 
has now recognized the acuteness of 
the situation,” Bache & Co.’s com- 
modity specialists state “definite 
steps to increase sugar production” 
have already been taken by Washing- 
ton. 
“Subsidy payments to domestic 
producers have been increased,” they 
state. “The contract with the Cuban 
Sugar Institute for 1946 calls for 
a price to the Cuban producer almost 
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significance to confectioners: 


No. 1 problem. 


will be in fair supply. 


of sweetening supplies. 





In connection with the Manufacturing Confectioner’s survey of the material 
situation for the confectionery trade, the following statement by D. L. Dyer, 
partner of B. W. Dyer & Company, sugar economists and brokers, is of special 


Scarcity of sugar, states Mr. Dyer, again apparently will be the industry's 


As during the war years, when candy consumption soared to an all-time high, 
Mr. Dyer believes confectioners will be compelled to depend on substitute 
sweeteners to maintain their production in 1946. 

Substitute sweeteners will be even more important this year. The decline of 
government candy purchases means less “replacement sugar” and reduced over-all 
volume of candy—irrespective of the prospective increased civilian sugar allotments. 

With the experience gained during the past few years, many high-grade 
sweeteners such as high-conversion glucose, maltose, and blended cane syrups 


However, Mr. Dyer points out that available sources of these sweetening 
ingredients are limited, and indications are that confectionery manufacturers 
should give immediate thought to covering their requirements before the heavy 
seasonal demand of the Spring and Summer periods exhausts even these sources 








20 per cent higher than that paid 
for the 1945 crop (3.675 cents a 
pound instead of 3.10 as in 1945— 
Ed.) Steps are being taken to revive 
the sugar industry in the Philippines 
and other normal Pacific sources of 
supply. The latter step. however, 
will be a tedious procedure due to the 
destruction of not only sugar planta- 
tions, but also because of a complete 
breakdown in transportation facili- 
ties in areas of production.” 
Uncertainties as to whether ceiling 
prices (6-cents to consumers all dur- 
ing the war—Ed.) were to be in- 
creased or Government subsidies 
continued on 1946 crops are ad- 
vanced, by Fuchs & Company, New 
York sugar brokers, as chief factors 
clouding the sugar situation. Al- 
though 19 centrals have commenced 
grinding in Cuba, the company says 
a Cuban operator is reported to have 
“offered 9 cents per pound for the 
250,000 tons of Cuban raws ex- 
pected to be set aside for export to 
the world market.” Peru, also, “has 
recently sold raw sugar to Chile at 8 
cents per pound f.o.b. with buyers 
looking for additional quantities.” 


Cuban Picture Complicated 


Last month, also, Cuban mill own- 
ers further complicated the picture 
by announcing two recommendations 
which, say BUSINESS WEEK ana- 
lysts, “will meet stiff U.S. opposition: 
(1) that 392,000 tons be set aside for 
local consumption ‘and for export of 
products containing sugar’; (2) that 
224,000 tons be reserved for ex- 
port to countries other than the 
United States.” With Cuban candy 
exports warboomed from “an insig- 
nificant million-pound rate to 40 
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million pounds in 1944—some of it 
going to U. S. candy-makers for 
melting and resale,” the War Food 
Adminstration is trying to stop di- 
version. WFA wants to bar “imports 
of candy from sugar-producing coun- 
tries and, with U. S. sugar interests, 
will fight any increase in Cuban set 
aside for this purpose.” 


At mid-January, stocks of raws in 
the entire country had reached a 
“dangerously low point.” Bache & 
Co. stated: a 10-day melt under nor- 
mal conditions. “At the same‘ time 
and because of the serious shortage 
of raw sugar, the melt at Eastern 
ports for the week ending January 
12 was only 28,000 tons against 
52,000 tons for the same week last 
year, and in the entire country 46,- 
000 tons against 94,000 tons last 
year. 


In Chicago, Hoyt C. Bonner, vice- 
president of Lamborn & Co., sugar 
brokers, said the large Cuban crop, 
together with a good sugar beet 
season next summer, would relieve 
candy manufacturers by the fourth 
quarter. Release of sugar on the 
market, he emphasized, would be 
affected by other factors also, such as 
the rebuilding of low sugar stocks. 


At press time OPA said refinery 
prices for cane and beet sugar would 
jump a half cent a pound February 
10, raw cane sugar .455 cent, retail 
price “a little more than a half cent.” 
Reason: higher cost of Cuban sugar. 
Government subsidies to growers will 
be reduced, those to processors “vir- 
tually eliminated.” 


Corn and corn products represent 
another concern for confectionery 


manufacturers. “Supplies will be 
tight and high in price at least until 
another harvest,” says Wayne Dar- 
row, WASHINGTON FARMLETTER edi- 
tor. If 1946 feed crops are “good, 
and the European harvest also,” corn 
will “slack off in price in the fall 
of 1946,” he predicts. 


At present, however, confectionery 
manufacturers are not certain of 
sufficient available syrup to be able 
to continue uninterrupted operation 
even on present cut-down production 
schedules. Labor strikes and ceilings 
are considered main factors involved. 
Feed prices are stated more favor- 
able to producers than ceilinged re- 
finers’ prices. Possible easing of the 
situation, commodity brokers in Chi- 
cago feel, may come in “March or 
April,” when effect of the 1945 crop 
will tend to move more corn to the 
refiners. 


Cocoa Bean Stock Low 


The supply of cocoa beans con- 
tinues to decrease, the Bureau of 
Foreign and Domestic Commerce re- 
ports, with manufacturers demand- 
ing increased stocks. Imports suffic- 
ient for a six months’ supply are 
anticipated, however, from Africa 
and Brazil. The Bahia Cocoa Insti- 
tute has also announced a plan for 
increased cocoa production in Brazil 
of at least 50 per cent. Such an 
increase, Mr. Lund says, would give 
the United States a better source of 
supply from this hemisphere rather 
than from Africa. 


Cocoa brokers meanwhile blame 
government regulations for “handi- 
capping” the nation’s ability to 
obtain the necessary supplies of 
cocoa beans. “We are in the posi- 
tion of being the world’s lowest 
bidder for cocoa,” Bache & Co., as- 
serts, “by virtue of our present ceil- 
ing prices. Other markets, although 
relatively small, are having the first 
choice of current production, wheth- 
er it be for consumption or specula- 
tive purposes. This in effect means 
that we are presently receiving that 
portion of the world’s cocoa supply 
which is unwanted elsewhere.” Pro- 
duction likewise is held sufficient to 
permit eventual removal of ceilings 
by June 30. 


Egg production, reports Domestic 
ComMMERCE, for the first half of 1946 
is expected to approximate that of 
the similar period in 1945. Export 
demand, however, especially in the 
form of dried eggs, will greatly in- 
fluence the 1946 situation. Military 
requirements are greatly reduced and 
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exports are needed to maintain 
production. “Should this demand be 
high,” Mr. Lund indicates, “egg pro- 
duction for the entire year will just 
about equal that of 1945. If not, 
heavy culling will undoubtedly occur, 
particularly in addition to little out- 
look for relief in the face of lower 
prices.” 


Mr. Darrow’s WASHINGTON FarM- 
Letter flatly asserts, on the other 
hand, egg prices are to go down, 
“and the Department of Agriculture 
expects plenty of trouble in making 
good on price promises. Even at 
90 per cent of parity price, more pro- 
duction will co-1e than the market 
will absorb at that price.” 


Dairy Prices Stable 


For dairy products no decrease 
in price is seen for another year or 
two. In fact. some increase is held 
probable by Mr. Darrow, “as profits 
in the dairy business are relatively 
low.” 


Production of fluid milk on farms 
during 1946 is expected to be only 
slightly lower than the currently 
all-time high estimate of 123 billion 
pounds during 1945, the Bureau of 
Foreign and Domestic Commerce 
states. “This expectation is pre- 
dicated on average weather condi- 
tions and slightly fewer cows on 
farms in 1946 than in 1945, and 
good supplies of grain and concen- 
trates, together with continued fairly 
high farm income for milk and 
butterfat.” 


Civilian supplies of fluid milk and 
dairy products, with the exception of 
butter, the Bureau reports, should 
meet overall demand. Supplies of 
evaporated, condensed, and dried 
milks will also be plentiful. 


Butter production, placed at 1,800 
pounds, shows only a minor gain 
over the 1,750 million pounds pro- 
cessed in 1944-45. A _ continuing 
strong demand for fluid cream, which 
has been in effect following removal 
of restrictions on sales of heavy 
cream September 1, last year “will 
tend to hold butter output at a low 
level,” Bache & Co. feels. Higher 
ceiling prices for butter “would be 
likely to stimulate production,” the 
company also feels. 


Fats and oils produced from do- 
mestic materials will reach a slightly 
higher total this year. Current esti- 
mates are 9.8 billion pounds as 
against 9.6 billion pounds for 1945. 
The slight increase will still mean a 
short supply and prices up around 
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ceilings until next Fall at least. it 
is felt. 

Philippine copra, source of coco- 
nut oil is still only trickling into the 
United States. Valuable to the con- 
fectionery industry mainly for its 
ability to “break” or melt at a much 
lower temperature than many other 
fatty substances, copra poses an ex- 
tremely uncertain picture for the 
year. “It likely will be months yet 
before imports of this coconut meat 
and the oil derived from it swell into 
the normal prewar flood of nearly 
half a million tons (copra weight) 
a year,” indicates the WALL STREET 
JournaL. The Bureau of Foreign 
and Domestic Commerce forecasts 
shipments totaling 200,000 tons in 
the last half of 1946, however—a 
volume, the financial daily states, 
would mean near normal production 
in 1947. 

Island transportation problems 
and ceiling prices are given as main 
reasons for the copra problem. War 
destruction now prevents “all but 
a few thousand tons from reaching 
island loading docks.” Under present 
ceiling prices, the most the Copra 
Export Management Corp.—a non- 
profit organization of trade mem- 
bers under Federal control—can 
offer is $60 a ton, f.o.b. dock. “After 
dealers’ margins are taken out,” 
says the WaLL Street JOURNAL, 
“there isn’t enough of the $60 
to tempt natives into spending a 
month preparing the 4,000 coconuts 
needed to make a ton of copra.” No 
shortage of raw coconuts is expected, 
however, once the troubles plaguing 
the copra industry begin to clear. 
As coconuts ripen the year around, 
no seasonal harvest is involved. 
Further, only about four per cent 
of the Phillipines’ estimated 139 mil- 
lion trees is believed to have been 
damaged by the Japs. One man can 
prepare approximately a ton of 
copra a month. 

Bettering of the 1946 essential 
oils situation is predicted by T. W. 
Delehanty, Chief of the Drugs and 
Pharmaceuticals Unit of the Bureau 
of Foreign and Domestic Commerce, 
because of the arrival of larger quan- 
tities as well as oils which were miss- 
ing on the import list during war 
years. Although “entries of Italian 
oils and French essential and floral 
oils were significant in 1945,” he 
cautions that “1946 imports can- 
not be expected to reach the high 
level of the demand which has 
stacked up as a result of stock de- 
pletions during the war years.” 

“The adverse conditions which 





developed in the Far East subsequent 
to VJ Day,” he adds, “are delaying 
further the day of shipment of badly 
needed oils from China and the 
Netherlands Indies. That some of 
these oils will reach our ports in 
1946 is generally conceded, but pre- 
dictions as to quantities are not 
possible because of lack of reliable 
information.” 

Soybean and cottonseed oils— 
major domestic edible oils—both 
are expected to have lower yiclds 
from the present harvests than last 
year. Output of cottonseed oil is 
placed at 1,150 million pounds, 
which is 170 million pounds less 
than last season. Soybean oil pro- 
duction is estimated at 1,200 million 
pounds, a drop of 100 million pounds 
from 1944-45. 

Aromatic gums are moving in 
at irregular intervals, the Bureau 
reports. Quantities received, how- 
ever, are “not conducive to optimism 
as to 1946 imports. Material im- 
provement in production is not in- 
dicated at this time. 

The 1946 supply of fresh fruits 
offers a more optimistic picture. It 
should “generally be adequate,” Mr. 
Lund says, stressing that “the pro- 
duction trend in citrus fruits is so 
sharply upward that unfavorable 
weather conditions could affect it.” 
He also predicts “abundant supplies 
of oranges and grapefruit and prob- 
ably lemons.” Editor Darrow, in 
turn, predicts a big price fall. He 
says, however, that “the decline can 
be considerable and still leave prices 
above present parity.” 

Continued huge demand for do- 
mestic nuts will keep prices high, 
even though the crop is the largest 
on record. Prices are estimated at 
double the prewar levels. Almond 
and filbert imports are reported high, 
and, Editor Darrow feels, “will con- 
tinue as long as prices stay up— 
tariffs permitting.” Brazil nuts are 
scheduled to be available and cashew 
imports increased. Peanut prices 
will drop, unless Congress keeps 
price supports at 100 percent of 
parity. 

A new method of making centers 
for chocolate creams that uses a 
modified pectin jelly, beaten to give 
smoothness and light texture, may 
prove a boon to candy manufacturers 
in the present sugar shortage and 
also to candy eaters who must watch 
their calories. It has been developed 
by agricultural and industrial chem- 
ists of the U. S. Department of Agri- 
culture in cooperation with the Na- 
tional Confectioners Association. 
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“Every member of the confectionery 
industry invited to first annual 


NCWA convention in Chicago . . . 


H. W. Loock 


NCWA Meeting Set 


National Candy Wholsalers Ass'n, 
Inc. will hold its first annual con- 
vention in Chicago’s Sherman Hotel 
April 30, May 1 and 2, H. W. Loock, 
Baltimore, chairman of the board of 
directors, has announced. Plans call 
for business sessions, a candy ex- 
position, and an entertainment pro- 
gram. 


Mr. Loock extends a cordial in- 
vitation to “every member of the 
industry: jobber, manufacturer. 
traveling man, and raw material 
supplier to attend.” 


C. M. McMillan, Atlanta, will con- 
tinue as executive secretary through 
the convention, says Mr. Loock. 
Mr. McMillan has been acting as 
executive secretary-treasurer and has 
been loaned the NCWA by the 
Southern Wholesale Confectioners 
Associates, Inc., with whom he has 
been serving for the past 15 years. 


Election of C. E. Morgan, Ashe- 
ville, N. C., to fill the vacancy on 
the board of directors for Region 
Five was also announced. Mr. Mor- 
gan, one of the South’s foremost 
candy wholesalers and a_past-presi- 
dent of the Southern group, will 
represent Alabama, Florida, Georgia, 
and the Carolinas. 


Members elected to fill vacancies 
for Regions Seven, Eight, Nine. and 
Eleven will be announced when ac- 
ceptances are received. This will 
complete the Board of directors 
until the annual convention, when 
another board member will be elec- 
ted from each region, says Mr. 
Loock. 


Individual state councilmen will 
be ‘elected in a_by-mail election 
soon. 


Decision was also made to divide 
the board into the following work- 
ing committees: Trade Practice 
Rules, Membership. Signs and In- 
signia, Meetings and Conventions, 
and Finance. 
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Membership in the NCWA, which 
was formed last November. now 
totals 441, Mr. Loock reports. Goal 
is 1,000 before the annual conven- 
tion. 


NATD Meets in Chicago 


Wholesale confectionery-tobacco 
distributors should consider the 
candy department a major function. 
Richard C. Pinney, H. E. Shaw Co.. 
Worcester, Mass., told the National 
Ass’n of Tobacco Distributors at the 
association’s Midwestern convention 
in Chicago last month. 


The candy-tobacco distributor. of- 
fers both producers and retailers the 
most thorough and_ convenient 
method of effecting and maintaining 
candy distribution, he added. be- 
cause distributors collectively éall 
at regular intervals or sell every 
independent retail dealer in the na- 
tion at an overhead lower than any 
other wholesaler’s. 


“The importance of you in the 
future candy distributing picture,” 
Mr. Pinney told the jobbers, “is 
clearly evidenced by the fact that 
our leading manufacturers of boxed, 
nationally advertised chocolates have 
placed their very valuable franchises 
in the hands of your concerns. This 
brings out a very interesting angle, 
and that is, that the candy manu- 
facturer no longer fears the ire and 
anger of the exclusive candy distri- 
butor. He wisely and astutely rec- 
ognizes the value and ability of your 
dynamic distribution policies.” 


Mr. Pinney recommended “fair 
trade” practices on both the manu- 
facturers’ and wholesalers’ parts. 
Manufacturers should not sell direct 
to both wholesalers and retailers, he 


stated. Distributors should agree to 
be held responsible for distribution 
of such “fair trading” manufactur- 
ers’ products in a clearly designated 
area. 

“Because of the low overhead as 
compared with other types of distri- 
bution, together with the complete 
coverage of all retail outlets, plus 
a trained sales organization. you are 
in a position to do the major part of 
the candy distribution of _ this 
country. 

“I do believe. however. that we 
should show an outstanding interest 
and develop the major part of our 
candy-selling energy in favor of such 
manufacturers who will afford us 
the protection we rightly deserve, in 
return for our providing the contin- 
ued distribution and display of that 
particular manufacturer's products.” 

Confectioners’ exhibits at the con- 
vention included E. J. Brach & Sons. 
Cook Chocolate Co., Lamont Cor- 
liss & Co., Sperry Candy Co. and 
R. A. Johnston Co. 

NATD officers elected are: Sam 
Grossman, chairman of the board: 
Richard C. Pinney, president: Henry 
Gunst, chairman of ways and means 
committee; Arthur F. Schultz, treas- 
urer; Joseph Kolodny, managing 
director; and Claude Harrison, C. 
D. Hunter, B. P. Cunningham, O. 
Stanley Stacy, Fred Meyers, vice- 
presidents. 

Directors elected are: Ira Eatz, 
Bb. P. Cunningham, Emil Harms, 
3ruce McConnell, J. F. Jargee, Louis 
Weksler, H. D. Bracken, Jr.. J. J. 
Lagonegro, B. B. Simms. Jr... and 
William Poinsett, III. 


NCA Discusses 1946 


Problems facing the industry in 
1946 were discussed at last month’s 
NCA regional dinner meeting in Chi- 
cago. Over 100 candy manufacturers 
and suppliers of the central west 
trading area attended. 

John H. Reddy, new chairman of 
NCA’s Council on Candy discussed 
increased sales through Council and 
individual promotion, which he 
termed the industry’s “life-line to 
future prosperity.” Charles F. Scully, 
Williamson Candy Co., Chicago, ex- 
plained NCA’s sanitation plans, and 
use of DDT in plants. 

James F. MulCahy outlined NCA 
merchandising plans. Harold O. 
Smith, new Washington office man- 
ager, reviewed the government-con- 
fectionery situation. Richard N. 
Smith, Leo Burnett advertising 
agency vice-president, previewed 
advertising. 
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Some Difficult Retailer Items Explained 


= Kd and Pete were enjoy- 
ing themselves on a Satur- 
day evening and as is usual with 
candy makers, were talking candy. 

“What is the most difficult 
piece of candy you ever made?” 
asked Tom. 

“I would say the piece which 
caused me the greatest amount of 
trouble was a Clear Mint Hard 
Candy. The boss had the idea 
and just told me | had to make 
such a piece and boy, did I work 
on it.’ answered Ed. “Guess, 
(‘d better tell you how I made it 
and save time. 

“Here's my recipe for Clear 
Mint Hard Candy. Copy it out 
of the book, if you wish and try it 
some time when sugar is a little 
more plentiful.” 

15 Ibs. granulated sugar 
1% oz. lemon juice 
3 qts. water 

Cook to 310 degrees F. as rap- 
idly as possible, with no stirring. 
Pour onto a warm slab between 
bars. When a crust is formed 
on the candy, take the peel and 
turn the batch upside down rap- 
idly. Place the bars quickly 
against the candy. With the 
working bar, crack the crust and 
sprinkle sufficient peppermint oil 
to flavor. A sprayer may be fash- 
ioned for this purpose somewhat 
like the device women use to 
sprinkle clothes before ironing. 
Then, when the batch has heeled 
back, score to suit to size. 

It is important that the batch 
be worked as little as possible as 
stated in the directions. Work- 
ing causes bubbles to form which 
destroy the clarity desired. The 
slab must be well greased.” 

“Let me get a word in now,” 
spoke up Pete, “I think it would 
be necessary to wash down the 
sides of the kettle while cooking 
up the sugar, lemon juice and 
water. A swab would be a good 
way to do this and avoid any 
crystal formation during the 
cooking period. Any graining 
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will cause cloudiness and prevent 


y»vur getung a clear mint.” 


“That's a good thought, Pete,” 
commented Ed. “And I'll add 
another. You know some decora- 
tions could be added by making 
similar batches using some color 
and sort of string or pencil-strip- 
ping a design on top of the clear 
mint squares. Add a_ seasonal 
touch, as it were.” 

“Strange, as it may seem, one 
of my worst headaches was 
caused by kisses. Don’t laugh; 
I mean candy kisses. Here’s my 
note-book and you can copy 
down the recipe for a good Apri- 
cot Kiss,” Pete spoke up and 
passed his note-book around. 

2% \Ibs. granulated sugar 
1 Jb. corn syrup 

Cook to 248 degrees F. and 
add 1 Ib. “Pattie Cream.” Then 
add 1% lbs “Nougat King” and 
1 lb. ground apricots. Spoon out 
onto waxed paper. 

Pattie Cream 
100 Ibs. granulated sugar 
5 gals. distilled water 

Cook to 244 degrees F. The 
kettle must be steamed down and 
the inside wiped to prevent sugar 
crystals forming on the sides. 
Plenty of care is necessary in the 
cooking. When the temperature 
is reached, the batch is taken 
off the fire and four full sheets 
of gelatine dissolved in water 
are stirred into the batch. The 
batch is then dumped into the 
ball-beater and creamed until it 
“bucks.” The ball beater is then 
shut off and the cream is tossed 
into a pile and left for ten min- 
utes. Let it melt down and then 
start the beater again. The 
cream will work smooth in about 
two minutes. This cream keeps 
and can be used for many items. 

To make Peppermint Patties, 
melt down some of this “Pattie 
Cream” in a double boiler, add 
the flavor and funnel onto cor- 
rugated rubber mats. If rubber 
mats are not available, waxed 


paper may be used but if used, 
peel from underneath. Pepper- 
mint Patties are usually uncol- 
ored, that is, white; Wintergreen 
Patties are usually pink; Spear- 
mint Patties are usually green. 
Nougat King 
12 Ibs. corn syrup 
12 Ibs. granulated sugar 

Cook to 234 degrees F. (Sum- 
mer cook is 236). Beat with 1 Ib. 
of egg albumen in one quart of 
water (previously soaked); or 6 
lbs. of egg whites (if egg whites 
are used, the syrup must be 
cooked higher to allow for the 
moisture content in the egg 
whites). Beat until light but not 
too fast. This product will keep 
for a long time and can be used 
in many items. 

“That reads pretty good, Pete,” 
commented Tom, “I see no rea- 
son why dried peaches couldn't 
be substituted for the apricots, 
but peaches might need a bit of 
acid to bring out their flavor. 
And, why wouldn’t just a trace 
of a good imitation fruit flavor 
“pep” up either the peach or apri- 
cot kiss?” 

“I've got an Apricot Kiss 
recipe and here it is,” said Ed. 

¥% Ib. corn syrup 
2 Ibs. granulated sugar 

Cook to 240 degrees F. and 
grain off with 1% lbs. of “Pattie 
Cream” and add 1 lb. of ground 
dried apricots. Stir thoroughly 
through the batch and then spoon 
onto waxed paper. 

“You know, a spooned piece 
is inclined to be a little rough 
or uneven: it has that home-made 
appearance which us retailer 
fellows can easily make. My 
customers prefer that type of 
candy to the more uniform fac- 
tory-made candies. I think it is 
our best asset. So long, boys, 
see you again soon,” Ed said. 

And so the M. C. Staff and the 
conclave of three candy makers 
signed off. Watch for future 
meetings of Tom, Ed and Pete. 
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Service is Our Watchword 


I hey the April, 1935, issue of The Manufacturing Con- 
fectioner, the Quarterly Candy Packaging Clinic was 
announced. This clinic, modeled after the Candy Clinic, 
proved to be a complete success. The caliber of men 
chosen to sit on the packaging board which met at the 
offices of The Manufacturing Confectioner was such that 
continued success was assured. 

Mr. .N. I. Gage, then editor, wrote: “A quarterly 
packaging clinic exclusively for the confectionery in- 
dustry, and first of its kind in candy history, is presented 
this month by The Manufacturing Confectioner. Its 
object is to serve manufacturers in their progress to- 
ward modernized, effective packaging. It recognizes 
packaging—along with quality in the product—as a ma- 
jor factor in today’s highly competitive merchandising. 
The Packaging Clinic is, therefore, a logical accompani- 
ment to the Candy Clinic which has been featured in this 
publication since it was founded.” 

The objects of the Clinic as outlined above are true 
more than ever today. With practically every kind of 
food available presented in attractively packaged form, 
it becomes necessary for candy manufacturers to step 
into the competition with a package that is commensurate 
in style and eye-appeal with the quality of the product be- 
ing presented and the knowledge that candy is very 
largely an “impulse” item of purchase. 

When the war started, it became necessary to drop the 
packaging clinic due to the fact that packaging pro- 
ducts were not always available for the best packaging 
job. Therefore, anything available had to be used. These 
conditions will soon be completely gone and new strides 
will be made to make candy the attractively packaged 
product that it should be. 

With this thought in mind, The Manufacturing Con- 
jectioner called together a group of men whose knowledge 
of packaging, and packaging problems as they affect 
sales and merchandising, puts them into the class of “ex- 
perts”, and had them sit at our first Post-War Packaging 
Clinic meeting. These men have considered a group 
of packages sent in for special discussion and others 
which were purchased on the open market. Their con- 
clusions are presented in this issue. 

This packaging Clinic and the Candy Clinic are both 
designed to be of service to the candy industry. There- 
fore. we invite manufacturers to avail themslves of the 
service set up especially for the industry by sending in 
their products at any time they wish to have them 
checked, either for consumer acceptance or for pack- 
aging. All criticisms or suggestions will be made with 
strict impartiality. Packages of various types meriting 
Honorable Mention will be acclaimed and exhibited in 
photographs in this magazine. 
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Quality Plus Dignity 


“During my administration as president of the 
S.W.C.A.,” says Mr. M. B. Thornton, President of the 
Southern Salesmen’s Candy Club, “an objective was 
started to curb a trend toward slangy names for candy 
bars, the objective being in the nature of a protest. 

“Some of the manufacturers (notably smaller ones) 
were trying to outdo one another in the selection of 
slangy names for candy bars, such as “Damfino,” “Red 
Hot Mama,” etc. .... I am tempted to refer to this 
situation again, because I see a little evidence of un- 
dignified names being used again for candy bars, and | 
earnestly hope it will not become promiscuous, for it 
will detract from the advertising campaign of the 
Council on Candy. Wherever possible, the name of a 
candy bar should be suggestive of the character of the 
candy even though the ingredients have to be printed 
on the wrapper.” 

A further protest against the use of undignified names 
is voiced in the article “Candy Bars Comes Marching 
Home,” (See The Manufacturing Confectioner, page 24, 
January, 1946,) as follows: 

“The writer thinks many candy bars have outlandish 
names. It seems ridiculous for a man to enter a cigar 
store (or any store for that matter—Ed.) and buy a 
“Maiden’s Kiss” “Sticky Goo,” “General Mess” or “Ipsy 
Bity Doodle” which gives no indication as to what one is 
buying (or which makes a person uncomfortable in asking 
for it—Ed.). “Wright’s Honey-Nougat Bar” may be too 
old-fashioned a name but the name does suggest the 
contents. 

It is much more likely that a prospective customer, 
at least among men, will be inclined to walk up to a candy 
counter and ask for a bar with a strange, or outlandish 
name by saying: (we borrow a term from a current 
advertiser's copy), “Gimme wunna dese n’ . . 
dose!” 


- wunna 


: oe ‘ 
Protect the customers dignity by keeping the bar 
names dignified. 


“American Way” is Good 


National Candy Company's recent “open house” in 
its new Chicago offices, attended by the largest aggrega- 
tion of trade prominents in several months.” is an idea 
worthy of wide emulation in the confectionery industry. 
That so many men and women of the industry and its 
allied industries can get together and enjoyably talk 
things over is good indication that the American way 
of doing business isn’t so bad after ‘all. The possibilities 
for increasing goodwill and firm reputation are also 
noteworthy. 
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ATTRACTIVE WRAPPING 


... that keeps sales up 


EFFICIENT OPERATION 


... that keeps costs down 


The new, vastly-improved 


Model LP-3 


POP WRAPPER 
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Because of its numerous improvements, the 
new LP-3 achieves the high performance stand- 
ard predicted for postwar wrapping equip- 
ment. A new and improved tucker mechanism, 
new bottom-folding device, improved paper 
cutting mechanism, etc., all contribute toward 
more efficient production and a neater, tighter, 
more appealing wrap. 

The LP-3 also features many mechanical ad- 
vances which make for smooth, vibrationless 


New bottom tucking mechanism 


See us at the Packaging Exposition, Atlantic City Auditorium, Apr. 2-5, Booth 2. 


PACKAGE MACHINERY COMPANY 









operation, and appreciably increase the life of 
its working parts. Its new-type twister head 
retard incorporates a Geneva lock mechanism 
that eliminates vibration . . . Its improved top 
cam shaft drive is more positive in action, and 
can be adjusted for wear. The carrier jaws are 
more rigid in construction, and can also be 
adjusted for wear . .. Hardened thrust washers, 
placed behind bevel gears and cam shaft, re- 
duce wear at these points. 

Like its predecessor, the widely-used Model 
LP-2, this new machine handles rectangular, 
round, oval, or ball-shaped pops—and can be 
quickly adjusted for different sizes. Produces 
uniformly-neat folds, and the last fold is heat- 
sealed. Only one operator is required to super- 
vise the wrapping of 100 pops per minute, and 
to make the adjustments necessary to accom- 
modate different pop sizes. 

Consult our nearest office for additional in- 
formation and literature. 


PACKAGE MACHINERY COMPANY 
Springfield 7, Massachusetts 
20 Church St., New York 7 ¢ 111 W. Washington St., Chicago 2 
101 W. Prospect Ave., Cleveland 15 « 182% Spring St., N.W., Atlanta 
443 S. San Pedro St., Los Angeles 13 . 18 Dickens Ave., Toronto & 


Over a Quarter Billion Packages per day are wrapped on our Machines 
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REPORT OF THE FIRST POST-WAR, QUARTERLY 


CANDY PACKAGING CLINIC 


CONDUCTED BY CANDY PACKAGING BOARD OF THE MANUFACTURING CONFECTIONER 


Clinic Meetings of The Packaging Board are held Quarterly at M.C. Chicago offices on the 15th of the following months: Feb., May, Aug., Nov 


Ulf 
- 


uf, 
77 
&p 





The above packages were picked by the Candy Packaging Clinic as outstanding in design, neatness. 
appearance, and general attractiveness. At the left is shown a package of Nutrine chocolate coated 
almonds. This package is produced by the Nutrine Candy Company, Chicago. The peppermint and 
wintergreen candy boxes shown in the background and the interesting counter display box are products 
of the John T. Troll Company, Los Angeles, Californ‘a. In the foreground are four of the licorice twists 
which are products of the National Licorice Company. Brooklyn, N. Y. All of these packages are dis- 
cussed in detail under the coded items presented herewith. Although code numbers are used as a 
means of concealing the manufacturer's identity, in the case of packages picked as particularly interest- 
ing or attractive, photographs such as above will be made so that others may be able to see why the 
Clinic decided as it did and also credit the producers of good packages. 


CODE PK2A46 
Almond Chewy Pieces, 8 ozs., 75c 


(Purchased in a Chicago department 

store) 

Description of Package: Cylindrical 
box; friction, push top; embossed, 
unifoil wrap, gold background, red 
and black overprint. 

Size & Shape: Cylindrical Box, 3%” 
inner diameter x 4%” deep. 

Materials: Cardboard container, com- 
bination machine and hand made. 
Two qualities of stock used. 

Design: Trade name in black script at 
top of package overshadowing sil- 
houetted trade mark, This design 
done in red and black on the high- 
lighted foil, with a slogan beneath. 
Table of ingredients at bottom with 
company name below that. Design 
uses simplicity of style to reflect 
quality-idea. Red and black splashes 
of color around package complete the 
design. Package itself has good shelf 


for February, 1946 


Members of this first post-war Candy 
Packaging Clinic, which will meet quar- 
terly in the offices of THE MANUFACTUR- 
ING CONFECTIONER were as follows: Mr. 
R. I. Johonnot, Sales Manager. National 
Candy Company. Chicago; Mrs. Herbert 
Knechtel, head of Marshall Field Company 
candy department and candy kitchen, Chi- 
cago; Rodney W. Chirpe, Industrial De- 
signer, Chicago: Mr. Jack Stolteben, Pack- 
age Products, Inc., Chicago; and Mr. 
Wright. Reynolds Metals Co., Chicago. 


visibility and eye-appeal but trade- 
name, design, and manufacturer 
printing are lost to a great extent 
as a result of the strong highlights 
and shadows set up by the high- 
lighted gold foil background. Makes 
readability poor, therefore, trade- 
mark value is not strong enough. 
The use of a French spelling of a 
familiar English word causes a 
stumbling of pronounciation which 
would make many customers hesitate 
to ask for the package unless they 


asked for “one of those boxes witl 
the red and black spots.” The Clinic 
suggests that the trouble with the 
trademark can be overcome by using 
a solid panel of color either red with 
gold lettering, or dark panel with red 
lettering, either one of which would 
remain in keeping with the general 
color theme but would “snap” out 
the trademark for easy reading. 


Colors: Gold foil background, red and 
black overprinting. 


Appearance of Box on Opening: Fair 
Individual pieces twist-wrapped in 
cellophane. 

Box Findings: Inner liner in yellow 
lightweight cardboard, probably used 
to keep cover from dropping down 

Sales Appeal: Good, 

Display Value: Attractive on shelf but 
poor for product identification. 

Packaging Application: Fair. 

Remarks: Packaging quality in general 
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The package shown in the photograph above, was deemed one of the best packages ever 
seen by the men who composed the Packaging Board to sit at the first post-war meeting 
of THE MANUFACTURING CONFECTIONER’S Candy Packaging Clinic. The box. sold 
by the Hagley Candy Company. Chicago, is discussed in CODE PK2B46 on this page. 


does not match price, cheaply con- 
structed for price class. Needs re- 
fining to continue in the price class. 
Lining is carelessly inserted, does 
not reflect quality packaging. 


CODE PK2B46 
Deluxe Chocolate Assortment. 
1 pound, $3.50 


(Purchased in a Chicago department 

store) 

Description of Package: Recessed edge 
set-up box, flanged and _ beveled; 
beige colored velours top; gold foil 
covered bottom, half telescopic box. 
Package illustrated with manufac- 
turer’s trade name encircled by 
wreath. Whole package wrapped in 
cellophane. Box is practically all 
hand made. A very beautiful pack- 
age. Tied with yellow rayon cord. 

Style: One layer, set-up box. 

Size and Shape: 10%” long x 8%” wide 
x 1%” deep. One pound. 

Materials: Cellophane outer wrapper, 
hand made set-up box, double gold 
foil inner wrapper. 

Design: Very good, 18th Century de- 
sign carried out in the type. 

Colors: Good. Beige and gold cover; 
Gold foil bottom, 

Typography: Very good. 

Originality :Very good. Hand made 
box. Originality expressed in the 
findings also. 

Appearance of Box on Opening: A 
beautiful appearance. Expresses in- 
dividuality. 

Box Findings: White announcement 
card printed in black script inserted 
under outside cellophane wrap. Beige 
velour-finished booklet, yellow-ray- 
on-ribbon-bound, explaining assort- 
ment. Tan desk blotter stock board 
covering top of box. Beige velour 
coated heavy paper stock flap cover- 
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ing inner wrap of double gold foil 
sealed with gold colored and printed 
seal. Another inner wrap of cello- 
phane as a final protection of the 
goods. Chocolate colored bonbon 
cups. Six gold foil covered divider 
strips. An inner liner box of white 
paperboard. Seventeen individually 
wrapped pieces in gold foil with gold 
and white strips naming the pieces. 
Sales Appeal: A box with great eye- 
appeal. Outstanding for gifts. 
Display Value: Very good. 

Packaging Application: Very good for 
goods presented and price class. 
Remarks: One of the most beauti- 
ful boxes examined by the Clinic. 
Package and design reflect the qual- 
ity and value expected in a $3.50 
seller. An excellently prepared unit. 


CODE PK2C46 
Assorted Chocolates, 
1 pound, $1.10 


(Purchased in a drug store in Chicago) 

Description of Package: One pound, 
two layer box, decorated in Du- 
bonnet red background; gold em- 
bossed trade name flanked by two 
flower stalks in green with one yel- 
low and blue and one yellow and 
pink flower. Box wrapped in cel- 
lophane. 

Style: Two layer, full telescopic box, 
straight side. 

Size & Shape: Rectangular; 7 %” long 
x 5%” wide x 1 %” deep. 

Colors: Poor. Background color too 
violent. Suggested a toning down of 
the color. Pink might be better. 
Tends to give an unappetizing ap- 
pearance to an otherwise good box 
of candy. Clinic feels that heavy 
colors in general are not good for 


merchandising of food products. 

Design: Design not bad. 

Typography :Fair,. 

Originality: Fair. 

Appearance of Box on Opening: Excel- 
lent, 

Box Findings: Good. Dark center 
layer board. Glassine liner top layer 
protection. Chocolate colored bon- 
bon cups. “M” shaped continuous 
divider strip. 

Style: Sliding, sleeve-type folding box. 
color. 

Display Value: Poor. 

Packaging Application: Puts the 
candy, itself, at a disadvantage. 
Remarks: Customers probably would 
buy the candy on the basis of the 
company name and knowledge of the 
product than on the basis of the 

package. 


CODE PK2D46 
Chocolate Coated Almonds, 

1 pound, $1.65 
(Purchased in a drug store in Chicago) 
Description of Package: Folding, chip- 

board of the cheapest grade. Prob- 
ably a “war baby” box. 

Style: Sliding, sleeve-type folding box. 

Size and Shape: Rectangular. 7%” long 
x 47%” wide x 1%” deep. 

Materials: Poor. Chipboard box of 
poorest grade, No liner to give pro- 
tection to candy. 

Design: Fair. Embossed design with 
reverse chocolate colored panel to 
emphasize tradename. Design, how- 
ever, has no connection in any way 
with contents of package. Does not 
carry through in a tie-up with the 
contents and company tradename. 

Colors: Good, but lost their effective- 
ness on dead background. Brown 
background overprinted in red and 
aqua, Printing of colors cannot be 
done to give best effect on such poor 
quality stock. 

Typography: Fair. 

Originality: None. 

Appearance of Box on Opening: Very 
poor. Pieces chipped and broken. 
Bare, chipboard box does not en- 
hance product at all. Corrugated 
strip of wadding gives appearance 
of being stuck in as an after thought. 

Box Findings: One piece of corrugated 
wadding. 

Sales Appeal: Poor. 

Display Value: Poor. 

Packaging Application: Packaging 
poorly prepared. 

Remarks: Package far too cheaply pre- 
pared and appearing for the price 
class. A glassine or waxed paper in- 
ner liner would have added to the 
appearance and made the product 
look more appetizing. No protection 
is given the product from the box. 
Product was not of uniform size. 


CODE PK2E46 
Chocolate Bar, 10c 
(Purchased in a Chicago railroad 
station) 

Description of Package: Gold foil 
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FOR INFORMATION OR SERVICE 
for February, 1946 





Good selling demands good taste, and the candy and 
confectionery industry believes that nothing whets the 
appetite as attractively packaged candy. That’s why more 
than 155 million® set-up boxes are used by the confec- 
tionery industry, proving again that packaging is adver- 
tising. Use these sales conscious containers, for the set-up 
box has these points of superiority custom-built right into 
every box . . . added strength, added beauty, greater 
take-home value, plus proven sales appeal. 


The billion dollar candy industry* expects even bigger 
business within the next few years, and is depending upon 
set-up boxes for added sales appeal . . . catering to cus- 
tomers who demand good taste. 


* Write or call your nearest paper box manufacturer for survey 
DEPT. 19 “Confectionery Industry”. 


| NATIONAL PAPERAOX MANUFACTURERS 





AND COOPERATING SUPPLIERS 
Liberty Trust Building ® Philadelphia 7, Penn. . 


CONSULT THE NEAREST SET-UP BOX MANUFACTURER 
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wrapped bar printed in black. 

Style: Flat rectangular bar. Solid 
‘Chocolate. 7 

Size & Shape: Bar approximately 2%” 
wide x 3%” long. 

Materials: Good. 

Design: Poor. 

Colors: Poor. 

Typography: Poor. 

Originality: Fair. 

Appearance on Opening: Good. 

Sales Appeal: Fair from packaging 
standpoint. 

Display Value: Good for mass dis- 
play. 

Remarks: Printing design needs im- 
proving. Color of both foil and ink 
could be improved. Better choices 
of foils will greatly improve the 
item when available. 

CODE PK2F46 

Luxury Chocolates, 1 pound, $1.50 

(Purchased in a Chicago Retail store) 

Description of Package: Brown back- 
ground with embossed gold design 
in lacy effect over corners carrying 
down over edge of box cover. Trade- 
name embossed bright blue and gold. 

Style: Rectangular, full telescopic box; 
French flange bottom; cellophane 
wrapped, heat sealed. 

Size and Shape: Rectangular. 8%” 
long x 5%” x 1%” deep. 

Materials: Good. 

Design: Good. Attractive gold ink 
gives good shelf visibility and eye 
appeal. 

Colors: grey, brown, gold, and blue. 

Typography: Fair. 

Originality: Fair. Brand name strong. 

Appearance of Box on Opening: Very 
good. Clean cut and neat package 
design carried out in gold on white 
on overflap of inner liner. 

Box Findings: Attractive glossy paper 
inner liner carrying tradename 
printed in gold. Soft paper wadding 
with bottom layer of glassine next to 
the candy. White bonbon cups. Two 
brown paper board dividers, and 
layerboard between top and bottom 
layers of candy. Five pieces on top 
layer gold-foil wrapped. 

Sales Appeal: Generally good. 

Display Value: Good as far as box ap- 
pearance goes. French flange bottom 
tilts box forward, thus _ spoiling 
qualities. 

Packaging Application: Good. 

Remarks: Package is attractive and 
has good display value. Clinic con- 
sidered that tradename was slightly 
overdone, otherwise design was 
good. 

CODE PK2G46 

Description of Package: Extension 
edge package; red background, gold 
ink overprint. Tied with yellow 
rayon cord, overwrapped in cello- 
phane, water sealed. 

Style: Extension edge, telescopic box. 
Two layer box. 

Size and Shape: Rectangular box. Out- 
side measurements, 8%” long x 5%” 
wide x 2%” deep. 

Materials: Very good. 
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Design: Old style design. 

Colors: Red, gold, and blue seal. 

Typography: Not too attractive. 

Originality: None. 

Sales Appeal: Fair. 

Display Value: Bright, eye-catching, 
but hard to read. 

Packaging Application: Full advantage 
not taken for the type of box. 

Remarks: Printed material on box is 
covered by the tassels of the cord, 
thereby spoiling the tradename 
“punch” as well as the type of 
candy. The addition of the tassel 
gives the appearance of having been 
put there as an afterthought. Box 
is too large for the contents as they 
rattle around a great deal. 


CODE PK2H46 
Chocolate Dragee Assortment, 
1 pound, $1.10 


(Purchased in a Chicago drug store) 


Description of Package: One layer 
style, red background, tradename 
in blue “neon” effect; illustration of 
goods within the box. 

Style: Full telescopic, one layer box. 

Size and Shape: Rectangular; 8%” long 
x 5%” wide x "1 deep. 

Materials: Flint glazed paper top. Four 
inch wide, cellophane band wrapper 
around box. Box further sealed with 
cellulose tape strips. 

Design: Good. Attractive. 

Colors: Good. Red, blue, yellow, green. 

Typography: Fair. Quite clear. 

Originality: Design idea not original. 

Appearance of Box on Opening: Very 
bad due to looseness of candies 
in box and colors of candies. 

Box Findings: Glassine lining. 

Sales Appeal: Good as far as pack- 
age is concerned. 

Display Value: Good. Has eye-catch- 
ing design. 

Packaging Application: Package de- 
sign an dillustration belie the con- 
tents which are not up to the quality 
indicated by the box cover. 

Remarks: Cellophane band was really 
unnecessary because box was sealed 
with cellulose tape. 


CODE PK2146 
Deluxe Chocolate Assortment, 
1 pound, $2.00 
(Purchased in a Chicago Retail Store) 
Description of Package: Two layer; 
three-quarter telescopic box; brown 
bottom box, white with gold over- 
print top. 
Style: Three quarter telescopic. 
Size and Shape: Square. 6%” square 
x 1%” deep. 

Materials: Fair. Water-sealed, cello- 
phane band to hold box together. 
Design: Fair. However, looks too 
much like a soap box or a shaving 
set to be fully effective as a high- 

priced candy package. 
Colors: Brown bottom; top white over- 
printed in gold and brown. 
Typography: Fair. Looks like an im- 
itation embossing process. 
Originality: Fair. 
Appearance of Box on Opening: Poor. 





Wadding cut too large, stuck in top 
of box. Candy had bloomed. Pieces 
not at all attractive. Gave an il- 
lusion of being crowded in. 

Box Findings: White paper wadding 
with glassine sheet next to candy. 
Too large as it stuck in box top. 
Brown bonbon cups. Brown layer- 
board between top and bottom lay- 
ers. 

Sales Appeal: Fair. See “Design” 
above. 

Display Value: Fair. 

Packaging Application: Not a good 
design for candy box. Bad shape 
for carrying. 

Remarks: Box seems to be overpriced 
at $2.00. Bottom dividers made of 
cheap quality chipboard. 


CODE PK2]46 
Chocolate Coated Almonds, 
1 pound, $1.65 

(Purchased in a drug store in Chicago) 

Description of Package: One-half 
telescope box, red and gold box top; 
bottom light brown, “burlap” effect 
finish. 

Style: Half telescope, square box, two 
layer type. 

Size and Shape: Square box. 5” square 
x 2” deep. 

Materials: Good. 

Design: Very good. Attractive, clean 
cut, interesting. 

Colors: Two tone, red, gold, and white 
top, red and light tan bottom. 

Typography: Very good. Easy to read. 
Fits design of box nicely and gives 
good display value to the product 
as well as presenting the company 
tradename in easy to read style. 

Originality: Good two-tone effect. 

Appearance of Box on Opening: Very 
good. Product looked appetizing and 
attractive. 

Box Findings: Die-cut, greaseproof 
liner in one piece. Fitted in poorly 
in box examined by Clinic, but the 
package is properly planned. Liner 
of “butcher” stock. Suggest improved 
liner appearance at no extra cost 
by using embossed glassine liner in- 
stead of the greaseproof. Wadding 
with glassine base fits box nicely. 
Has been carefully cut to size. 

Sales Appeal: Excellent. 

Display Value: Box has excellent shelf 
display value. 

Packaging Application: Very good for 
this type of merchandise. 

Remarks: One of the best packages of 
this type examined by the Clinic. 
Has appetite appeal. 

CODE PK2K46 
Chocolate Fruit, Nuts and Chewy 
Centers, 1 pound, $1.50 
(Purchased in a Chicago drug store) 
Description of Package: White box 
with gold embossed printing, gold 
crest, cellophane wrapped, tied with 

red ribbon. 

Style: Two layer, full telescopic box. 

Sixe and Shape: Rectangular. 8%” long 
x 4%” wide x 2” deep. 

Materials: Good. 
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THE TENDERNESS OF GUM CONFECTIONS 


FLOJEL is a special 60 fluidity candy starch with a scientifically controlled 
uniformity. It yields the exact “set” needed to give gum confections a tender 
chewing quality — free of all traces of rubberiness. 





— and further, FLOJEL does not detract 
from the flavor of the confection. Refined 
by modern processes, it is free of all cereal 
taste. FLOJEL does not dull the brilliance 
of bright fruit colors or cloud their trans- 
parency. It has a fine degree of clarity. 
FLOJEL does not lose its stability during 
long aging periods. It definitely maintains 
the body, texture and clarity of gum con- 
fections. FLOJEL is a pure food product. It 
more than complies with applicable laws 
and regulations. And it is produced in an 
unvarying uniformity at the proper fluid- 
ity needed to yield the exact jelly strength 


that gives gum confections a delightfully 
tender texture. 


FLOJEL is a product of National’s Food 
Laboratory research that has produced a 
specialty starch for every candy and gen- 
eral food need. Inquiries are invited — 
now! 


- 





National also produces: MOLDING STARCH, 
low moisture content, properly lubricated 
for gum drops, etc.; PURITY GLAZE, an oil- 
sealer for coating almonds; HOOSIER Pow- 
dered Cornstarch for caramels; MELOJEL, 
a better all-purpose food starch; and 
AMIOCA, the new domestic starch. 
Offices: 270 Madison Avenue, New 
York 16; Boston, Philadelphia, Chicago, 
Indianapolis, San Francisco, and other 
principal cities. In Canada: Meredith, 
Simmons & Co., Ltd., Toronto. In Holland: 
Nationale Zetmeelindustrie, N.V.., 


STARCH PRODUCTS 


STARCHES—AND SPECIALTIES WITH EASILY DEMONSTRATED SUPERIORITY 


Jor February, 1946 
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Design: Fair. Details of design not 
good. Too many varieties of type. 
Lettering is bad. The coat of arms 
treatment is weakened by the use of 
poor heraldry on the crest. Too 
many forms are listed on the crest. 

Colors: White, gold, red. Clean look- 
ing colors and box. 

Typography: Clashing of type faces. 

Originality: Idea is fair. 

Sales Appeal: Fair. Has eye-appeal. 
Tradename overshadows contents. 
Display Value: Fair. Package ex- 
amined by Clinic had knot in rib- 
bon on edge of box, making it im- 
possible to display box on edge. 

Packaging Application: Fair. 

Remarks: Scotch tape sealed on ends. 
Cellophane wrapper too large. About 
12” of cellophane wasted. The use 
of a double confectioner’s fold is 
uneconomic in use of cellophane. 


CODE PK2L46 


Chocolate Coated Peanuis, 
1% ozs. 5c 
(Purchased in a Chicago railroad 
station) 


Description of Package: Heat sealed 
visible pouch, 450 weight cellophane. 

Style; Pouch, sealed on each end. 

Materials: Cellophane. 

Design: Brown, red, yellow. with 
brown and yellow printing. 

Colors: Red, yellow, brown. 

Typography: Bad printing. 

Originality: Good. 

Appearance of Goods in Package: 
Good. Lends natural color to pack- 
age. 

Sales Appeal: Good. 

Display Value: Good in massed dis- 
plays, poor singly. 
Packaging Application: 

carry. 

Remarks: Generally a good package 
and value for the price. 


CODE PK2M46 


Wintergreen Mints and Pepper- 
mint Mints, % oz., each 5c 


(Sent in for Special Analysis) 


Handy to 


Description of Packages: Tongue-end 
boxes of bleached manila _ stock, 
wrapped in foil, having tab opening 
device. 

Size and shape: Both boxes rectang- 
ular. 4 5/8” long x 1 5/8” wide x 
5/16” deep. 

Design: Overall stripe with parallelo- 
gram shaped panel for over-printing 
of tradename and product identi- 
fication. 

Colors: Red with blue on the pepper- 
mint and red with green on the 
wintergreen boxes. 

Typography: Fair. Clearly visible. 

Originality: Fair. 

Sales Appeal: Good. 

Display Value: Good. Set up display 
cartons for 24 individual boxes fur- 
nished for display purposes. Display 
cartons also printed in same colors 
as individual packages but without 
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the foil overwrap. Colors better on 
display carton. 

Packaging Application: Two piece 
sliding package would be much 
handier than the tongue-end pack- 
age. 

Remarks: Box would be much more 
effective if the printing was done 
directly on the box instead of using 
an overwrap. The overwrap tends 
to slip off as soon as opened, thus 
the package loses all its display and 
sales value to the customer eating 
the candy. Suggest red stripes in- 
stead of blue ones be used for the 
peppermint. 


CODE PK2N46 


Assorted Candy Drops, 
1% ozs., 5c 


(Purchased in a Chicago railroad 
station) 

Description of Package: Three color 
printed box. 

Style: Lock-end box. 

Size and Shape: Rectangular. 3%” long 
x 1 %” wide x %” deep. 

Materials: Chip board box. 

Design: Good. Shows 
actly, in colors. 

Colors: Yellow, black, green, red. 

Typography: Fair, Tradename stands 
out. 

Originality: Old style. Looks some- 
thing like cough drop box. 

Sales Appeal: Good. Attractive. 

Display Value: Bright. Has eye-appeal. 

Packaging Application: Good. 

Remarks: Good sales value at 5c. 


contents ex- 


CODE PK2046 
Vanilla Cream Bar, 1% ozs., 5c 


(Purchased in a Chicago railroad 
station) 


Description of Package: Square waxed 
paper wrapper. 

Style: Folded, unsealed. 

Size and Shape: Bar round, wrapper 
square. 

Materials: Good. 

Design: Fair. 

Colors: Somewhat “dead” looking. 
Clinic felt that if colors were re- 
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versed, bar would have better appeal. 
Typography: Not fully effective. 
Originality: Idea good. 
Sales Appeal: Could be made to have 
greater eye appeal. 
Display Value: Poor in 
with some other bars. 
Remarks: Suggest new design be tried. 
Bar wrapper doesn’t seem to have 
the “spark” that it should have to 
sell the quality of candy that is in it. 


comparison 


CODE PK2P46 


Chocolate Covered Peanuts, 
1% ozs., 5c 


(Purchased in a drug store in Chicago) 


Description of Package: Oblong box, 
in blue white and red. 

Style: Tuck-end, chipboard box. 

Materials: Fair. 

Design: Fair. 

Colors: Nugget red and yellow with 
blue background. Colors poor for 
chocolate coated peanut product. 

Typography: Fair. 

Originality: Nothing unusual. 

Sales Appeal: Fair. 

Display Value: Fair. 

Remarks: Colors are not attractive. 
Box looks too much like a_ tooth- 
paste box. Would suggest using a 
yellow and black, or yellow and red 
box. 


CODE PK2Q46 


Licorice, 1% ozs., 5c 
(Sent in for Special Analysis) 


Description of Package: Twist wrap- 
ped cellephane. Wrapped by hand. 

Style: Visible. 

Materials: Good. 

Design: Good. Mostly formed by pro- 
duct’s being visible. 

Colors: Red and white. Good against 
black background of product. 

Typography: Good. 

Sales Appeal: Should be very good. 

Display Value: Attractive and eye- 
catching. 

Remarks: A good value for 5c. At- 
tractive package. Very good idea. 


CODE PK2R46 
Toffee Bar, 1 oz., 5c 


(Purchased in a Chicago railroad 
station) 


Description of Package: 
wrap. Waxed glassine, 
Design: Fair. 
Colors: Good. 
Typography: 
section. 

Sales Appeal: Good. 

Display Value: Good. 

Remarks: Blocked out portion of wrap- 
per design looks like it was done 
as an afterthought and not as part 
of the original plan. Sealing of 
wrapper was poorly done. Package 
generally attractive. 


Square bar 


Poor on _ ingredient 
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Tested under exacting war- 
time conditions, plastics coated 
papers offer greater protection 
and attraction possibilities for 
packaging of candy. The fol- 
lowing article discusses in de- 
tail how special resin treat- 
ments convert paper into ma- 
terial of exceptional durability 
and beauty. Surprisingly, heat- 
sealed coated papers add only 
two to five pounds to the weight 
of a ream of paper, yet ap- 
preciably increase its strength, 
durability, and imperviousness 
to moisture, vapor, chemicals. 
In addition, packaging itself 
can be speeded, for the papers 
are credited with eliminating 
many production bottlenecks. 
Various machines used in coat- 
ing papers are also discussed 
at legnth in this study. | 














SS _ 


Coating machines used for appli- 
cation of plastics solutions to papers 
and fabrics are now highly devel- 
oped. Considerable improvement 
and designing during the war re- 
sulted in producing heavier coat- 
ings and in laying a film of plastics 
on paper without solvent, either by 
applying the film as a slurry and 
passing the paper through sufficient 
heat to melt and fuse the coated 
surface or by applying the plastics 
in a molten state. 


Reverse Roll Coater Popular 


The most popular machine for 
applying an impervious film to paper 
is the reverse-roll coater. Two types 
are used: 


I. In this type the solution is 

picked up from a reservoir 
pan by an applicator roll. 
The solution on the roll is 
metered by another roll ro- 
tating reversely against ap- 
plicator. The metered wet 
film then is transferred to 
the paper by the applicator, 
which also rotates counter to 
the travel of the paper. 
In this type, the applicator 
turns counter to the direc- 
tion of the paper and lays 
on an excess of the solution. 
This is removed as the paper 
passes between two metering 
rells. 

Knife spreading machines are also 
used occasionally for paper but only 
for light coatings on specialty prod- 
ucts. Although hot-melt plastics are 
often applied by a knife, the paper 
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Coated Papers 


Protect, Beautify 
Candy Packages 


is usually subjected to additional 
heat sufficient to flow together the 
streaks and uneven spots bound to 
develop. 

Intaglio printing machines are 
used for. applying extremely light 
discontinuous films. By this method. 
an overall halftone screen is etched 
in a copper roll. The plastics sol- 
ution is transferred to this etching 
by another roll riding in a reser- 
voir pan. Excess is scraped off the 
copper by a vibrating doctor knife. 
This leaves the plastics only in the 
low spots in the etching. The plas- 
tics is then picked up by the paper 
on its more absorbent surface as 
it passes between the inked copper 
roller and a rubber roll under pres- 
sure. 

Plastics-covered papers proved in- 
valuable during the war. Pressure 
sensitive tapes backed with heavy 
paper protected the contents of pack- 
ages and segled metal parts from 
contamination by sand or water. 
Ordnance wraps that did not de- 
laminate or deteriorate in any cli- 
mate were made of combinations of 
paper and plastics. These are cred- 
ited with saving hours of prepara- 
tion and assuring the safe arrival of 
ordnance to all parts of the world. 


Plastic Cover Paper Invaluable 
Plastics manufacturers are highly 
optimistic about the future of plastics 
packaging, and prophesy that com- 
petition will soon spell the doom of 
the drab wartime packages that 
added no sales appeal to any prod- 
uct. Because supplies are still lim- 
ited and distribution must be made 
to all in some degree, however, they 
feel the “real unveiling of plastics 
wrappings” will occur late in the 
year for the 1946 holiday season. 
Coated papers may trace back to 
the Early Egyptians, whose excep- 


tionally durable papyrus was likely 
the result of resinous impregnation 
of pulp by chemicals in the historic 
Nile waters, but confectionery manu- 
facturers will find today’s modern 
varieties offer exceptional possibil- 
ities for enhancing protection and 
attraction features in packaged 
candy. By providing improved mois- 
ture-vapor resistance, which inhibits 
spoilage, coated papers will both 
protect candy and extend the service 
period of merchandising. By pro- 
viding unusual decorative designs 
and textures, coated papers attract 
greater customer attention and offer 


a potential means of boosting candy 
sales volume. 


Finishes Add to Cost 


As the result of wartime develop- 
ments, today’s plastics-coated papers 
possess sufficient strength to permit 
application to many purposes for 
which they were formerly unsuited. 
They are now available in many 
types, but they can be divided gen- 
erally into two classes, depending on 
their end use: decorative and pro- 
tective. 

Finishes add somewhat to the 
cost of papers to which they are® 
applied, it is granted. The actual 
amount, however, varies over a wide 
range, dependent upon the qualities 
needed in the paper. The extra pro- 
tection given the packaged product, 
the saving on spoilage, and the 
greater sales appeal, all must be 
considered compensating factors in 
determining the true cost. Likewise, 
development of heat-sealing finishes 
makes the wrapping more impervious 
and speeds the packaging operation 
itself by eliminating the need of 
much wet pasting. Heat-sealing 
coated papers increase paper weight 
only two to five pounds per ream. 
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Packaging Outlook for 1946 Discussed 


With the need for adequate wartime packaging having 
made America more container-conscious than ever, 1946 
particularly promises developments in the container 
field different from those of any prewar year. Today, 
with civilian production on the upturn, many companies 
are eager for new “dresses” for their old packages, 
effective designs for their new products, and utilization 
of war-born materials and techniques. 


In this connection, postwar container trends will be 
guided in large measure by the developments in pack- 
aging which have come as a result of the war—either 
by way of substitution of materials in short supply or by 
way of improved materials and techniques developed to 
package commodities sent to our fighting forces. 


In view of the short supply, the controls on tin by 
M-43 and on lead by M-38 may continue throughout the 
year. 

It is estimated that glass-container output totaled ap- 
proximately 103 million gross in 1945 and increased 
facilities will make possible an annual production rate 
of 110 million gross. The demand for glass containers 
was never fully satisfied during the war. WPB had estim- 
ated 1945 requirements at 115 million gross; and this 
demand may increase in 1946. 

Military requirements for glass containers have never 
been a large factor. It is estimated that peak military 
requirements for glass containers were not more than 
15 percent of the over-all requirements and have now 
been reduced to negligible proportions. 

The production of metal cans should be substantial 





in 1946, primarily because of the removal of restrictions 
on the use of blackplate. In 1941, 563,000 tons of plate 
had been consumed in the manufacture of nonfood cans, 
which is about twice as much as the estimated consump- 
tion during 1945 for that purpose. If blackplate is 
available, the 1941 tonnage should be equaled if not 
surpassed in 1946. In addition, the expected increase in 
the supply of tin may well permit increased packaging 
of food items. A smaller pack in the No. 10 cans may 
result in a much heavier demand for the smaller package. 
WPB had estimated that as much as 75,000 tons of 
plate per year were saved by the No. 10-can program. 

All WPB production controls affecting paper and 
paperboard containers have been revoked, but this rev- 
ocation does not, of course, mean that basic materials 
are immediately available. Nor does it instantly relieve 
the labor shortage in mill and box plants. Pulp and 
waste paper are still in short supply and, as a result, 
there is a big market for all the waste paper that can 
be collected. 

The demand for: fiber shipping containers continues 
unabated. Cut-backs on Army and Navy orders have 
had no effect on the demand for boxes, as manufacturers 
of civilian goods are hungrily grabbing all they can. 
The 1946 outlook for paper and paperboard containers, 
therefore, depends on the availability of raw materials 
and the labor situation. 

Production of wood containers will undoubtedly drop 
in 1946, because of increased labor costs and lumber 
prices. Furthermore, the strike situation in the lumber 
industry along the west coast has seriously affected the 
output of wooden boxes. It is estimated that the pro- 
duction of wooden boxes in 1945 dropped approximately 
15 percent below the 1944 level. 











PROTECTION... 


of your candies is vitally important! 


It is good sense to make sure that your ¢andies are safe in the box, well 
protected from breakage, weather and spoiling. You can prevent waste of 
valuable sugar and chocolate by better packaging protection. It pays. 


Check these Candy Mats Embossed Papers Glassines 
(Flossine, Padsit, Decopad) Chocolate Dividers Wax Papers 

Packaging Dipping Papers Boats and Trays Die Cut Liners 

Supplies ... Shredded Papers (Plain and Printed) Partitions 


Globular Parchment 


George H. Sweetnam, Inc. 
282-286 Portland St., Cambridge 41, Mass. 


Layer Boards Protection Papers 


Write for Samples and Prices 


Manufacturers of Paper Products 
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» p> sen Distinctive Packaging Papers 


\ *- ' WITH THE KUPFER “TOUCH” 


All KUPFER embossed and surface coated wrapping papers are created by KUPFER 
sales-psychological designers in provocative patterns to incite the customer to 
closer observation and handling. Dainty lace patterns on various stocks such as 
this tipped-on luxurious Valenciennes Lace are ideal fer candy and cosmetics, 
accessories and box wraps. Other raised KUPFER papers —— Leather Grains and 


Floral Patterns, instantly increase the point-of-sale value of your product. 


WRITE FOR SAMPLES TODAY 


KUPFER BROS. CO, soston 


Manufacturers of Surface Coated Papers Established 1845 RICHM es . TTLE 
4 ASTOR PLACE « NEW YORK 3, N. Y. PHILADELPHIA 
KUPFER BROS. PAPER CO. S$. D. HOUGHTELIN PAPER CO. Southwest Representatives: FRYE PAPER COMPANY 
145 West Hubbard Street 257 Natoma Street MODERN PACKAGINGS 1510 Santa Fe Avenue 
Chicago 10, Illinois San Francisco, California irwin-Keaster Bidg., Dallas 1, Texas los Angeles 21, California 
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PACK-RITE 


HEAT SEALING 
MACHINES 


TECH 
MASTER 

oe 
For EFFICIENCY 
and ECONOMY— 
it's the versatile 
TECH-MASTER. 
Bags fed vertically 
—Sealing bars op- 




























erate horizontally—Seals close to contents— 
Heavy bar pressure—Light foot pedal touch 
—Thermostatic heat control—Seals ali ma- 
terials—Metal feeding tray auxiliary equip- 
ment. 


DOUGHBOY 
ROTARY 


The high production sealer— 
seals any size bag, pouch oi 
barrier—all materials, ideal 
for today's varying require- 
ments. Fast—dependable. Op- 
erates vertically, as shown, or 
horizontally. Used in quantity 
























by largest firms in many fields MULTI-USE 

- . - 35 in one plant! 

————— Used in quantities for hun- 
828 N. Broadway, Milwaukee 2, Wis. reed of different hea? 


Please rush complete information on your | 
Heat Sealing Machines to: 
Attn. of | 


sealing jobs. Light weigh’ 
—compact—portable. 


Firm Three-hea? switch. 


Address 
City. 











Why pay more 
when you can get more for less 
from Ever Ready 


Not just more Iabels per 
either; but time- 
quicker - sticking, 


dollar, 
saving, 
easier-handling roll labels. 
See! labor costs more than 
labels! { It's “buy-appeal” 
you get in Ever Ready labels. After 32 years 


“eye-appeal" that's 


learning HOW, our label designs get quick ac- 
tion, compel attention—do your job! 


Sample label assortment on request. 


Write Department M. 


EVER READY /z& 


(41-155 East 251m St. New Yorx 10) 
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PACKAGING PATENTS 


The following memoranda relating to Patents is 
made available through an arrangement with James 
Atkins, registered patent attorney, Munsey Building, 
Washington, D. C. 


137,393 
DESIGN FOR A GLASS CANDY CONTAINER 
Jacob H. Millstein, Jeannette, Pa. 
Application September 24, 1943, Serial No. 111,198. 
Term of patent 14 years. 























The ornamental design for a glass candy container, 
as shown. 


135,770 
DESIGN FOR A CANDY BOX 
Eugene B. Rice, Denver, Colo. 
Application August 8, 1942. Serial No. 107,848. Term 


of patent 7 years. 





The ornamental design for a candy box, as shown 


and described. 


138,472 
DESIGN FOR A CANDY BOX 


Samuel L. Gerson, Bridgeton, N. J. 
Application November 6, 1943, Serial No. 111,615. Term 
of patent 14 years. (Cl. D58—11). 











The ornamental design for a candy box, as shown. 
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WRAP-O-MATIC 
puts the “Buy Me” in Product Wrapping ... 


le MAKES no difference whether 
your Candy bars, biscuits or cookies are 
round, square, or oblong . . . fragile, hard, 
or soft... Wrap-O-Matic can wrap them into 
neat, trim, sealed packages that stand out 
with “Buy me” sales appeal. 


And it’s economical wrapping too . . . for 
Wrap-O-Matics reduce wrapping labor costs 
as much as 75 %,, wrapping material costs as 
much as 35% and in most cases eliminate 
the use of inner liners, stiffeners, collars or 
other protective materials. Production is at 
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high speed, up to 120 units per minute, using 
any type wrapper that can be printed in rolls. 


Enjoy the benefits of Wrap-O-Matic wrapping 
—have our engineers survey your wrapping 
operations and show you how you can profit 
with Wrap-O-Matics. Write today for our 
illustrated brochure and more details. 





For Wrapping Candy bars, biscuits and 
cookies . . . Wrap-O-Matic is the most 
popular wrapping machine in the con- 
fectionery and bakery field... a real 
tribute to the flawless wrapping by 
Wrap-O-Matic, 











Package Machinery Corporation, Toledo 1, Ohie 
U. Ss. A. 
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@ Pack-Rite Machines, division of Techtmann In- 
dustries, Inc., Milwaukee, announcés a 500 per cent 
increase in factory and office space. 


@ The 1946 outlook for the packaging machinery 
manufacturers of America is the “brightest in 
years,’ George A. Mohlman, president of Package 
Machinery Company asserts. 


Predicting new highs in sales of both wrap- 
ping and packaging machines, he attributed his 
bright picture to two factors: “Technical progress 
in packaging and keen competition in sales-winning 
dress of packaged goods.” 


Mr. Mohlman said that the newest automatic 
machines, incorporating war-born mechanical im- 
provements, “have greater speeds, are easier to 








ALWAYS 
DEPENDABLE 















WRAPPING MACHINES 


The satisfaction of KNOWING pendable and economical. The 
that their wrapping machines SENIOR MODEL wraps 160 
will give EFFICIENT, UNIN- ieces per minute; new HIGH 
TERRUPTED SERVICE AT ALL PEED SPECIAL MODEL wraps 
TIMES is just one reason why 325 to 425 pieces per minute. 


candy manufacturers the world 
ver prefer IDEAL Equipment. Both machines are built for the 


These machines, suitable for most exacting requirements 
both large and smal! manufac- and carry our cnanalllies 
turers, are fast, always de- guarantee. 


Write For Complete Specifications and Prices 


IDEAL WRAPPING MACHINE CO. 


EST. 1906 


MIDDLETOWN, N. Y.=- - - U. 
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Your Product Looks Ketter. . . 


supervise and maintain, and are more economical 
in use of material than previous models.” 

This year will find competition in the packaged- 
goods field keener than ever, he explained, and 
“new products will enter the market. Many old 
products will appear in sales-winning dress. High 
speed machines will keep costs down.” 

Mr. Mohlman said the buying public, particularly 
housewives, “will demand the brightest possible 
packages.” 

@ National Adhesives, division of National Starch 
Products, Inc., New York, recently published a 
handbook of facts on “Glued Loads”. The free hand- 
book illustrates and describes step-by-step pro- 
cedures for palletizing and unitizing shipments of 
packaged goods. 

@ Triangle Package Machinery Co., Chicago, has 
introduced a new filler for packaging small candies, 
nutmeats, ground spices, soup mix. Filling capac- 
ity is 20 to 50 packages a minute. 

@ A-B-C Packaging Machine Corp., Quincy, IIl., 
announces taking over and continuing the business 
of the A-B-C- Packaging Machine Co. Officers are: 
Morris P. Neal, president; Dr. Johan Bjorksten, 
and Omer Rupp, vice-presidents; and Ralph 
Schrage, secretary and treasurer. Directors are: 
Morris P. Neal, chairman; Dr. John Bjorksten, 
Helen M. Neal, Ralph Schrage. 

@ Dr. James E. Snyder, army lieutenant colonel; 
Lieut. Commander T. D. Strickland, Jr.; Major 
E. J. Hill; and Captains J. S. Brewster and Ray 
Earhart have joined the staff of the Chemical Pro- 
ducts Division of the Goodyear Tire & Rubber Co., 
Akron, C. P. Joslyn, division manager states. 





Name and product are aptly combined in new package for 

“Scotch” tape, design of which simulates Scotch plaid. Easier 

identification of product for customers prompted change, says 

J. A. Borden, general sales g of Mi ta Mining & 
Manufacturing Co., mgmufacturers. 


Sells Faster 








satins 
tinsels 
ribbonzrene 
taffeta 


novelties 


NATIONAL RIBBON CORP. 


General Offices 
444 Fourth Ave., New York 16, N. Y 
Mill: Central Falls, R. | 
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@ F. J. Stokes Machine Co., Philadelphia, announces 
that Dr. Earl W. Flosdorf, for 12 years assistant 
Professor of Bacteriology in the Medical School of 
the University of Pennsylvania is occupying posi- 
tion of Director of Research and Development for 
the Stokes Company. He resigned from the Uni- 
versity of Pennsylvania. 


® Bemis Bro. Bag Co., in cooperation with the 
American Dry Milk Institute, Chicago, recently de- 
signed a waterproof, paperlined textile bag for non- 
fat milk solids. 


@ Bemis Bros. Bag Co., in cooperation with the 
new Atlanta office of Package Machinery Co., 
Springfield, Mass. With the Springfield firm since 
1933, Mr. Jefferson served in the navy as a lieuten- 
ant for two years during the war. 


@ Reynolds Metals Company announces that the 
Reconstruction Finance Corporation has approved the 
company’s offer to lease the government-owned Hurri- 
cane Creek, Ark., alumina plant and the Jones Mill, 
Ark., aluminum reduction plant. 


@ Sutherland Paper Co., Kalamazoo, Mich., has 
announced the resignation of Robert Rutledge, 
formerly president of the company. 


@ Harry H. Replogle, senior vice-president of 
Sylvania Industrial Corporation who has been in 
charge of sales since the company was forttnded in 
1929 is retiring from the active work of that po- 
sition to devote his time to other interests. He 
will continue, however, as a director and as a con- 
sultant of the company, which manufacturers cello- 
phane and other cellulose products. 


Ahan Exe- Aopen! 





Y our product looks better— 
sells better—when set off by 
a Lanova box or specialty 
paper. 


© Metal Foils © Pyroxylin 


® Fancy's ® Velours 
© Embossed ® Trade Marks 
® Wood © Flints 


Large varied stocks maintain- 
ed for immediate delivery. 
Write for sample sheets and 
books —on your letterhead, 
please. 


Consult without obligation our 
staff of packaging-design ex- 
perts—at your service al- 
ways! 





Insist On 


LANOVA 


Lachman-Novasel Paper Co. 





109-111 Green Street - New York 12, N. Y. WOrth 4-6426 
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St. Valentine, the patron of sweethearts, 

end his impish envoy, Cupid, lend their 

whimsy to the delicate colors and festive 
) prints of Toffel Valenti ribb Tie 
your Valentine packages with Taffel Vol- 
entine ribbon, and you creote a beautiful 
and appropricte wrapping, in tone with 
the time. 

















\) 


e Styection 


Unique in the ribbon field, Taffel’s lus- 
trous ribbons are especially designed to 
bring the spirit of the occasion to any 
gift package. From a wide assortment of 
timely motifs, choose the appropriate 
ribbon for any event. For Taffel ribbons 
are the crowning touch that creates 
package perfection. 


FREE: ‘‘Toffe! 
Tales’, an illustrat- 
ed’ booklet, chock- 
ful of merchandis- 
ing ideos, is yours 
for the asking. 
Write for it today. 


TAFFEL BROS. 


95 MADISON AVENUE 
NEW YORK 16, N. Y. 
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BACK IN PRODUCTION! 
EXACT REPRODUCTIONS 


CANDY DUMMIES 


NOW AVAILABLE! 


We Also Manufacture 


@ ORIGINALS FOR 
STARCH BOARDS 

@ ANIMATED DESIGNS 

@ EMBOSSED SIGNS 

@ SCULPTURED 
FIGURES 

@ WINDOW DISPLAYS 

@ COUNTER DISPLAYS 

e@ WALL DISPLAYS 


Write for Information! 


BASSONS Z 


= 
DUMMY PRODUCTS | 


24-34 West Farms Rd. mal 
yaaeae wrt corms ** [CANDY DUMMIES 























The idea that the boy with a bent pin 
catches the most fish, went out years ago. 
Today the expert ties his own lures to suit 
the exact conditions under which he plans to 
““do business'’...and he usually gets results. 
Packaging is like that. Successful packaging 
of a single product may require a combina- 
tion of several different materials... perhaps 
little known or never used for that specific 


product before. 





To meet this need, Riegel offers the accumu- 
lated knowledge of years of experience in 
making special papers, physically demon- 
strated by Riegel's sample file of over 600 
different grades, ranging from a 16 lb. 
Glassine to a 400 Ib. Pattern Paper. 


The boy with the bent pin will always do some 
business ... but if packaging is a highly com- 
petitive factor in your field, it will save time 
and money to see how Riegel can help you. 


RIEGEL PAPER CORPORATION © 342 MADISON AVENUE © NEW YORK 17, NEW YORK 
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Nougat Trouble 


This candy is really intended most- 
ly as a vehicle for carrying bits of 
crystallized peel and fruits; however. 
because of the scarcity of sugar, we 
have bought some commercial diced 
peel instead of making it ourselves. 
Our cooks have been unable to main- 
tain a uniform product and they 
feel one reason is because we use 
commercial peel, which is moist, in 
place of our own peel, which is dry 
and firm. 


Consequently, the quantity of peel 
they can get into a batch varies from 
10 to 16 pounds, depending upon 
temperatures, etc. We should put in 
16 to 20 pounds per batch, as we 
formerly did, if we are to have the 
product “chock full” of citrus flavor. 

—Florida 


REPLY: Your type of product 
improves when standing. If you wish 
to hurry this condition, you might 
have more heat in your starch room 
which would absorb the moisture. 


We think it would be well to stand- 
ardize on a 290° F. cook on nougats. 
Be sure that the mixture is beaten 
stiff before adding the peel. Perhaps 
the addition of a small mixture of 
powdered sugar and starch might 
advisably be added with the peel. As 
the peel is wet, this drier may be 
helpful. The trouble is probably caus- 
ed by a part of the variation result- 
ing from the use of the wet peel. As- 
suming that you want a short nougat 
carrier for the fruit peel, we would 
suggest using a pound or two of a 
drier, possibly a fine flour or starch 
to help in graining. Another thought 
is to reduce the water content used 
in cooking to allow for the moisture 
in the peel. 


You are using a good formula and 
if it proves desirable to add the 
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drier, we would suggest increasing 
the corn syrup slightly. 


Bar Formulas Wanted 


I know that I have set you a big 
task in answering my earlier inquir- 
ies and | appreciate the answers. 
Here are a couple more things | 
would like to know, namely, the 
method of manufacturing a chocolate 
covered peanut bar and a caramel 
bar. 

—Australia 


REPLY: A suggested chocolate 
coated, peanut bar is as follows: 

20 lbs. sugar 

10 Ibs. glucose ‘corn syrup) 

8 lbs. condensed whole milk 

1 lb. fat 

Cook to a soft ball and add 8 Ibs. 
bon bon cream (70-30) and 3 Ibs. 
of nougat cream, cast into starch 
or cast on slab—hold for about an 
hour. 

The coating: 

24 lbs. glucose 

6 lbs. sugar 

20 Ibs condensed whole milk 

Cook this up to a very soft ball, 
add vanillin, salt and roll in nuts 
maybe about 20% of nuts will be 
needed. The above is a little mislead- 
ing, the coating is poured around the 
core and then the whole is rolled in 
nuts. The entire finished bar is then 
enrobed with a 50-50 milk and dark 
sweet chocolate. 

A suggested caramel bar: 

10 lbs. glucose 

10 lbs. sugar 

Cook to 242° F., let cool to about 
180° F. and beat in an upright beat- 
er with 24 egg whites. 

12 lbs. Sugar 

10 lbs. glucose 

Cook to 268° F. Pour this in small 
stream to the above while beating, 


add flavor and salt. When well beat- 





en, pour onto a batch of caramel. 
The carmel is spread in a thin sheet 
en a slab. About one-third of the 
caramel by weight is a favorite pro- 
portion for this type bar. 

The caramel is made as follows: 

10 lbs. glucose 

4 lbs. sugar 

1% lb. butter 

5 lbs. whole condensed milk 

1% gal. sweet cream. 

Vanilla and salt to taste. 

Cook this to about 240° F. or a 
soft ball. When the nougat is spread 
on top, let the batch stand for 8 to 
10 hours before cutting and coating. 


Liked November Article 


I have read with great interest 
your article “Stabilized Cereal Base 
Keeps Candy Fresh” in the Novem- 
ber issue of THE MANUFACTUR.- 
ING CONFECTIONER. I am par- 
ticularly interested in the use of the 
said item in caramels, preferably in 
unwrapped type if it is possible. In 
reading your article, | notice that 
you mentioned that the above infor- 
mation was also commented on in 
THE MANUFACTURING CONFEC.- 
TIONER in the issue of April, 1941 
by K. E. Langwill. Since this article 
is not now available to me, | would 
appreciate a copy of same and send 
me a bill to cover the cost. 

—Minnesota 


Interested in Stabilized 
Cereal Base Article 


We are very much interested in 
your article on a stabilized cereal 
base for candy such as you discussed 
in the November issue of THE 
MANUFACTURING CONFECTION. 
ER. Kindly advise us of the manu- 
facturer of this type of stabilizer. 

Do vou have tear sheets on “Mois- 
ture, What Is It? How Is It Deter- 
minded?”, by K. E. Langwill. This 
appeared in THE MANUFACTUR.- 
ING CONFECTIONER, Volume 21 
Vumber 4 April, 1941. 

California 


Wants Information on Sorbitol 
The writer is interested in your re- 
cent editorial article on the product 
“Sorbitol”. Will you please advise 

where this can be purchased? 
—Louisiana 





Sorbitol Information in Demand 


We are interested in the article on 
“Sorbitol” in the October issue of 
THE MANUFACTURING CONFEC. 
TIONER. Will you kindly furnish us 
with the names of a few suppliers 
of this material ? 

—Vermont 
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THE INDUSTRY'S CANDY CLINIC 


HELD MONTHLY BY THE MANUFACTURING CONFECTIONER 


The Candy Clinic is conducted by one of the most experienced superintendents in the candy 
industry. Some samples represent a bona-fide purchase in the retail market. Other samples 
have been submitted by manufacturers desiring this impartial criticism of their candies, thus avail- 
ing themselves of this valuable service to our subscribers. Any one of these samples may be yours. 
This series of frank criticisms on well-known branded candies, together with the practical “pre- 
scriptions” of our clinical expert, are exclusive features of THE MANUFACTURING CONFECTIONER. 


Hard Candies; Chewy Candies; Chocolates 


CODE 2A46 


Assorted Panned Chocolate Paste 
Drops—4 ozs.—10c 


(Purchased in a drug store, Chicago 
Ill.) 

Appearance of Package: Good. Printed 
cellulose bag. 

Colors: Good. 

Panning: Good. 

Finish: Good. 

Thickness of Coating: Good. 

Center: 

Color: Good. 
Texture: Good. 
Taste: Good. 

Remarks; The best panned piece of its 
kind on the market. Workmanship 
is exceptionally good and quality is 
good. 


CODE 2B46 


Assorted Hard Candy Drops 
—6% ozs.—29c 


(Purchased in a drug store, 
Chicago, III.) 

Appearance of Package: Cheap Look- 
ing. 

Container: Water glass paper top, 
black seal printed in gold. 

Colors: Good. 

Gloss: None. 

Flavors: Fair. All the pieces were stuck 
together . 

Remarks: Suggest cooking of hard 
candy be checked up as the pieces 
had lost their gloss and were very 
sticky. 

Suggest a better grade of flavors 
be used and a better glass container. 
Price then could be raised to 35c or 
40c for 6% ozs. 
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CODE 2C46 
Assorted Caramels—1 lb.—26c 


(Purchased in a drug store, 
Chicago, Il.) 

Appearance of Package: Good for this 
priced candy. 

Container: Printed paper bag. 
Caramels wrapped in printed wax 
paper. 

Color: Good. 

Texture: Good. 

Flavor: Good—Vanilla and chocolate. 

Remarks: A good eating caramel 
Very cheaply priced at 26c. 
Suggest price be raised to 39c. 





CODE 2D46 


Chocolate Coated Caramel Nut 
Bar—1 oz.—5c 


(Purchased in a drug store, 
Chicago, IIl.) 

Appearance of Bar: Small. 

Wrapper: White glassine printed in 
red and yellow. 

Coating: Milk chocolate: Fair. 

Center: 

Color: Good. 
Texture: Good. 
Taste: Good. 

Remarks: One of the best bars of its 
kind that the Clinic has examined 
this year. 

Suggest bar be made thinner to 
give it size. 


CODE 2E46 
Licorice Stick—1 1/2 ozs.—10c 


(Purchased in a drug store, 
Chicago, Ill.) 
Appearance of Package: Good. 
Box: Printed folding box used. 


Color: Good. 

Texture: Good. 

Flavor: Good. 

Remarks: This is the best Licorice 
piece of its kind that the Clinic has 
examined this year. Slightly high 
priced at 10c. 


CODE 2F46 
Caramel Nut Bar—1 ¥2 ozs.— 5c 


(Purchased in a drug store 
Chicago, III.) 

Appearance of Bar: Good. 

Size: Good. 

Wrapper: Glassine printed red, orange. 
white, blue. 

Color: Slightly dark. 

Texture: Very tough. 

Taste: Fair. 

Remarks: Bar is too tough, suggest 
more fats be used to improve the 
texture. 


CODE 2G46 


Coated Marshmallow Bar 
—1%¥% ozs.—5c 


(Purchased in a dept. store 
Chicago, II.) 


Appearance of Bar: Good. 

Size: Good. 

Wrapper: Glassine, printed in red, 
white and blue. 

Coating: Very cheap. 

Center: 

Color: Good, 
Texture: Very tough. 
Taste: Fair. 

Remarks: Coating is not up to stan- 
dard. Center is more like a chewy 
taffy than a marshmallow. Not a 
good eating bar. 
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CODE 2H46 


Filled Hard Candies 
—1 lb.—87c 


(Purchased in a department store, 
N. ¥..C.) 

Sold in Bulk: Each piece wrapped in 
cellulose printed wrappers. 

Color: Good. 

Gloss: Good. 

Texture: Good. 

Flavor: Rank—could not identify. 

Center: Too hard. 

Remarks: Not a good eating filled 
hard candy. 


CODE 2146 


Assorted Fruit Filied Hard Candies 
—1 lb.—87c 


(Purchased in a department store, 
i, ee 

Sold in Bulk: Printed paper wrappers. 

Color: Clear. 

Texture: Jackets grained. 

Flavors: Good. 

Centers: Good. 

Remarks: Not a good eating filled 
piece as the jackets were grained. 


CODE 2]46 


Chocolate Coated Caramels 
—] lb.—70c 


(Purchased in a retail store, N. Y. C.) 
Sold in bulk. 
Coating: Light. 
Color: Good. 
Gloss: Fair. 
Strings: None. 
Taste: Good. 
Center: Vanilla nut caramel. 
Color: Good. 
Texture: Good. 
Taste: Good. 
Remarks: The best chocolate coated 
nut caramel that the Clinic has ex- 
amined this year. 


CODE 2K46 
Packet of Caramels—17s ozs.—5c 


(Purchased in a dairy store, N. Y. C.) 

Appearance of Package: Good. 

Contents: 7 wax paper wrapped cara- 
mels on a cardboard strip. Printed 
wax wrappers. 

Caramels: Vanilla and chocolate. 

Colors: Good. 

Texture: Good. 

Flavors: Good. 

Remarks: One of the best 5c pack- 
ages of caramels on the market. 





CODE 2L46 
Nut Brittle—10 ozs.—60c 


(Purchased in a drug store, 
Chicago, Il.) 
Appearance of Package: Good. 
Container: Round tin, white printed in 


for February, 1946 


Follow This Candy Clinic 
Schedule When Sending Samples 


The monthly schedule of the Candy Clinic is listed below. 
When submitting items, send duplicate samples by the Ist 
of the month preceding the month scheduled. 


JANUARY—Holiday Candies 


FEBRUARY—Hard Candies: Chewy Candies: Caramels 
MARCH—One-Pound Boxes of Assorted Chocolates 
MAY—Easter Candies and Packages; Molded Goods 
JUNE—Gums and Jellies: Marshmallows 

AUGUST—Summer Candies and Packages: Fudge 
SEPTEMBER—Bar Goods of all Types 

OCTOBER—Salted Nuts; 5c-10c-15c-25c Packages; Different 


Kinds of Candies 


NOVEMBER—Cordial Cherries: Panned Goods: Ic Pieces 


DECEMBER—Best Packages and Items of Each Type Con- 
sidered During Year: Special Packages: New Packages 


brown and red. Vacuum sealed top, 
key type. 

Color: Good. 

Texture: Very good. 

Taste: Very good. 

Remarks: The best Brittle of this 
kind that the Clinic has examined 
in some time. Very well made, ‘very 
neat and attractive container. 
Cheaply priced at 60c. 


CODE 2M46 


Chocolate Coated Almond 
Coconut Bar—2 ozs.—10c 
(Purchased in a drug store, Boston, 

Mass. ) 

Appearance of Bar: Good. 

Size: Small for a 10c bar. 

Wrapper: Glassine. Printed in light 
brown. Name etc., in dark brown. 
Bar consisted of 2 pieces, almonds 

on top of each piece. 

Coating: Milk. 

Color: Good. 
Gloss: Good. 
Taste: Good. 

Center: Coconut paste. 
Color: Good. 
Texture: Good. 
Taste: Good. 

Remarks: A very fine eating coconut 
bar but slightly high priced at 10c 
for 2 ozs. 


CODE 2N46 
Pop Corn Bars—3 ozs.—15c 


(Purchased in a cigar store, Boston 
Mass.) 
Appearance of Package: Good for a 
Pop Corn Candy. 
Color: Good. 
Texture: Good. 





Taste: Good. 

Remarks: A well made molasses pop 
corn candy. The best molasses pop 
corn that the Clinic has examined 
this year. 


CODE 2046 
Salted Peanuts—1% ozs.—5c 


(Sent in for Analysis No. 4461) 

Appearance of Package: Good. Printed 
cellulose bag 

Roast: Good. 

Texture: Good 

Salting: Good. 

Remarks: One of the best salted pea 
nut packages that the Clinic has 
examined this year 


CODE 2P46 
Nut Roll—2 ozs.—5c 


(Sent in for Analysis No. 4462) 
Appearance of Bar: Good 
Size: Good. 
Wrapper: Glassine, printed in orange 
and blue. 
Coating: Light: Good 
Center: 
Color: Good 
Texture: Too hard 
Taste: Good. 
Remarks: Suggest center be checked 
as it is too hard and dry 


CODE 2046 
Peanut Brittle Bar—2 ozs.—5c 


(Sent in for Analysis No. 4463) 
Appearance of Bar: Good. 
Size: Good. 
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All Fruit 
Flavors 


To meet your most exacting candy 
requirements Lueders has developed a 
complete assortment of imitation fruit 
flavors. 





2% ounces of these essences to 100 
pounds of sugar faithfully reproduce 
the flavor of the corresponding fruit. 





Established 1885 
George 


Lueders 


& Co. 


427-29 Washington St. 
New York 13 


CHICAGO, 510 N. Dearborn Street 
SAN FRANCISCO, 56 Main Street 
MONTREAL, CAN., 36! Place Royale 
Repr. in Philadelphia and St. Louis 
Los Angeles and Toronto 





Wrapper: 
white and blue. 
Color: Good. 


Cellulose, printed in red, 


Texture: Good. 

Taste: Good. 

Remarks: A very good peanut brittle 
bar. One of the best that the Clinic 
has examined this year. 

Suggest more salt be used to im- 
prove the flavor. 





CODE 2R46 
Treasure Chest—1 lb.—42c 


(Purchased in a department store, 
San Francisco, Calif.) 


Appearance of Package: Good. 

Box: Brown oblong folding box 
printed in red and brown, printed 
to represent a treasure chest. 

Appearance of Box on Opening: Fair. 

Contents: Molasses mint chewy kiss- 
es, Wax paper wrappers. 

Color: Good. 

Stripes: Good. 

Texture: Good. 

Taste: Good. 

Remarks: A good looking novelty for 
children. Cheaply priced at 42c for 
one pound. 








Since 
wwadity Suneties 


‘Candy Craftsmen 


importers — Distributors 
Manufacturers 


H. A. JOHNSON CoO. 


221 Stete St. 28 N. Meere S$#. 
Bester 9, Mass. New York 13, N. Y. 











CODE 2S46 


Assorted Hard Candies 
—1 Ib.—50c 


(Purchased in a drug store, Oak- 

land, Calif.) 

Appearance of Package: Good. 

Container: Round tin, vacuum type, 
key top. Printed in red and yellow 
stripes, printed seal in center with 
name and address, etc. 

Appearance of Can on Opening: Good. 
All pieces made on an old fashioned 
drop roller, sugared. 

Colors: Good. 

Texture: Good. 

Stripes: Good. 

Flavors: Good. 

Remarks: Well made hard candies, 
well packed. Neat and attractive tin 
container. Cheaply priced at 50c for 
one pound, Suggest a price of 60c. 





CODE 2T46 


Assorted Hard Candy Fruit 
Drops—1 lb.—55c 


(Purchased in a department store, 
=. Se. 4%.) 

Sold in Bulk: Sugared. 

Colors: Good. 

Texture: Good. 

Flavors: Good. 

Remarks: A well made drop and very 
good flavors. 


CODE 2U46 
Chocolate Caramels—1 lb.—88c 


(Purchased in a department store, 
a. os See 

Sold in bulk: Each piece in a cellulose 
wrapper. 

Color: Good. 

Texture: Good. 

Taste: Good. 

Remarks: The best chocolate caramel 
that the Clinic has examined this 
year. 











Ribbons 


h.L. TAFT Co. 
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Dyer’s 








BETTER SERVICE COSTS NO MORE 


Competent sugar buyers utilize 
services. 


Rring your sugar problems to 


B. W. DYER & COMPANY 

& Sugar Economists and Brokers 

Rips. 120 Wall St., New York 5, N. Y. 
WANS Phone WH 4-8800 


ACT NOW- 
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DAIRY PRODUCTS 





Don‘t Get Caught Short in 1946 


Order MARWYN Quality Now 
ROLLER PROCESS POWDERED WHOLE MILK 
For Year-round Confections IT'S ECONOMICAL TOO! 


You can increase the poundage yield of the batch without having to increase the 
amount of sugar, by using larger quantities of roller-process powdered whole milk 
in a given formula. 


Our laboratory experts can supply you with simplified formulas for Fudges, Grained Caramels, Grained 
Nougats, Seafoam Kisses, Roll Cream Centers, Cast Cream Centers, and others. 


Write for details! 


MARWYN DAIRY PRODUCTS CORPORATION 


141 West Jackson Bivd. CHICAGO, ILLINOIS 
111 West Seventh Street—Los Angeles, Cal. 


































The most delectable center 
will find its perfect mate 
in Merckens Fondant Process 
Chocolate. Its flavor, color, 
aroma and texture are unexcelled. 


Branches: New York: 25) 
East 43rd Street @ Boston: 13) 
State Street @ Los Angeles: 3442 

West 8th St. Agencies: Chicago: 
Handler & Merckens, Inc., 110 So. Dear- 


si a born St. @ Salt Lake City: Mr. L. W. Rich- 


506 Seventh Street, Bufialo. New York ards @ Denver: Western Bakers Supply Co. 


——— a — — - - > i 
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CODE 2V46 


Assorted Caramels 
—23 ozs.—$1.50 


(Purchased in a railroad depot, 
Chicago, II.) 


Appearance of Package: Fair 
Appearance of Package on Opening: 
Fair. A number of pieces were miss- 
/ ing and pieces were all over the 
box which was partly empty. 
Contents: Finger shaped 
wax paper wrappers. 


caramels, 


Assortment: 
Vanilla Caramels: 
Color: Good 
Texture: Fair 
Taste: Fair 
Vanilla & Chocolate Layer Carmels: 
Colors: Good 
Center: Pink chewy taffy: Good 
Texture: Fair 
) Taste: Fair 
) Dark Nut Caramel: 
Color: Good 
Texture: Good 
Taste: Fair 
Remarks: If the dark caramels are 
’ supposed to be chocolate, they lacked 
a chocolate flavor. Very highly 
priced at 23 ozs. for $1.50 for this 
quality of caramels. 
The Clinic has examined 
caramels at 60c¢ the pound. 
Very cheap container and poorly 


better 








packed. Suggest a cellulose wrapper 
be used on the box. 


Texture: Good. 

Taste: Good. 

Remarks: A well made nut brittle. 
Nuts are well roasted and candy is 
cooked to the proper degree for 
good eating. The best package of 
this kind that the Clinic has ex- 
amined this year. 


CODE 2W46 
Cream Caramels—1 1lb.—79c 


(Purchased in a railroad depot, 
Chicago, Ill) 

Appearance of Package: Fair 

Box: Folding, printed in yellow, brown 
and white. 

Appearance of Package on Opening: 
Fair. 

Caramels in White Maple Flavor. 
Color: Good. 

Texture: Good. 
Flavor: Could not taste any maple 
flavor. 

Remarks: Very cheap looking con- 
tainer for a 79c seller. Suggest 
flavor be checked up as we could 
not taste any maple. 

Slightly high priced for this grade 
of caramels. 


CODE 2Y46 
Nutty Krunch Bar—1 2 ozs.—5c 


(Purchased in a department store, 
Chicago, III.) 

Appearance of Bar: Good. Cellulose 
wrapped, printed in yellow, red, 
white and blue. 

Size: Good. 

Color: Good. 

Texture: Good. 

Taste: Good. 

Remarks: A different and good eat- 
ing bar. Suggest bar be made thin- 
ner and longer to give it more size. 


CODE 2X46 
CODE 2246 
Nut Brittle— 2 lb.—45c 
Wintergreen Sugar Wafers 
(Purchased in a railroad depot, —% oz.—5Se 


Chicago, Ill.) 

Appearance of Package: Good. Printed 
cellulose wrapper, printed in yellow 
and red. 

Color: Good. 


(Sent in for Analysis No. 4460) 
Appearance of Package: Good. 
Box: Folding, wrapper paper backed 
foil printed in red, white and green. 


merica’s Gift to the World 


Most of the world has gotten a new conception of 
candy since the American service man spread slang, 
swing and confectionery around the globe. Until 
then, most foreign candy was either so expensive 
only the rich could afford it or so bad not even the 
poor would touch it. 

Fine quality candy at a low price is strictly an 
American idea, founded on the American candy 
manufacturer’s wide and intelligent use of corn 
syrup, confectioners starches and dextrose sugar. 


* CONFECTIONERS STARCHES x 
* CONFECTIONERS CRYSTAL 3 STAR CORN SYRUP x 
* CERELOSE ... DEXTROSE SUGAR x 


Corn Products Sales Company - 17 BATTERY PLACE - NEW YORK 4, N. Y. 
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precaution is important. 


to us. 


O avoid trouble at a critical moment, a 
good coach checks his team’s equipment 
before the game starts. In industry, too, 
How about your 
Lehmann Equipment? Is it in A-] condition 
—able to maintain the volume of production 
you'll need to meet competition successfully? 
Lehmann Engineers have designed and built 
well, but no machine can go indefinitely 
without time out for adjustment and minor 
repairs. Don’t risk breakdown and delay— 
see about Factory Reconditioning NOW. Our 
Service Department will do the job. Write 







7 





LER 


THE STANDARD FOR 


QUALITY IN MACHINERY 
—_.- 


J, M. LEHMANN COMPANY, inc, MAME REPICE ond FACTORS 





Color: White. 

Texture: Too hard. 

Flavor: Good. 

Remarks: Suggest mints be slightly 
softer as all other mints of this 
kind are not as hard. The largest 
selling mint of this kind on the 
market is considerably soiter. 


CODE 2AA46 


Whip Cream Caramels 
—23 ozs.—$1.60 


(Purchased in a railroad depot., 
Chicago, Ill.) 


Appearance of Package: Good. 
Box: One layer type, pink, embossed 
in gold. 
Appearance of Box on Opening: Good. 
Contents: Caramels all oblong shape. 
Cellulose Wrapped Pecan Nougat 
Roll: Good. 
Chocolate Nut Caramel: 
Color: Good. 
Texture: Good. 
Taste: Good. 
Vanilla Nut Caramel: 
Color: Good. 
Texture: Good. 
Taste: Good. 
Dark Nut Caramels: 
Color: Good. 
Texture: Good. 
Taste: Had a scorched taste. 
Red Nut Caramel: 
Color: Good. 
Texture: Good. 


for February, 1946 


VALI NEW JERSEY 


Flavor: Could not identify flavor. 
Remarks: Suggest dark nut caramel 
be checked up. We thought we could 
taste a very slight licorice flavor. 
If licorice was used, we suggest that 
a sufficient amount be used to give 
caramels a good. strong licorice 
taste, 
Very highly priced at $1.60 for 24 
OZS. 
Suggest a cellulose wrapper be 
used on box. 


CODE 2BB46 


Assorted Toffee Chews 
—12 ozs.—25c 


(Purchased in a drug store, 
Chicago, III.) 


Appearance of Package: Good. 

Box: One layer, telescope type. cream 
colored, printed in red and blue. A 
number of fruits and nuts in colors 
printed on one side. 

Appearance of Box on Opening: Fair 
Pieces wrapped in wax paper wrap- 
pers. 

Colors: Good. 

Texture: Good. 

Flavors: Fair. 

Centers: Geod. 

Remarks: Good eating toffiies. Sug- 
gest a better grade of flavors be 
used. Molasses pieces were well 
flavored. 


CODE 2CC46 
Peppermint Sugar Mints 
—%¥% oz.—5c 
(Sent in for Analysis No. 4459) 
Appearance of Package: Good. 
Box: Flat folding box, white wrapper, 
paper backed foil printed in red, 
white and blue. 
Color: Good. 
Texture: Too hard for a mint of this 
kind. 
Flavor: Not up to the standard used 
in other sugar mints on the market. 
Remarks: Suggest texture be slightly 
softer and a better grade of pepper- 
mint oil be used. 





@ Leaf Gum Company, Chicago, 
and Overland Candy Corporation, 
Chicago, will occupy the formerly 
government-owned plant at Di- 
vision Street and Cicero Avenue 
in Chicago. The Leaf Building 
Corporation purchased the build- 
ing from the Reconstruction 
Finance Corporation for $1,101.- 
500. 

@ The Admiration Candy Co., 
East Bakersfield, Calif., has 
opened offices and packing rooms 
at 728 Baker St. for the packing 
and wholesaling of Admiration 
Assorted Sweet candy. Admira- 
tion chocolate mints, fruit jelly 
centers and caramels are now on 
sale in California. 
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BUTTER A// Grades 


SHELL EGGS AY Grades 
FROZEN EGGS Single Cans 


to Carlot 


SMALL... 






NYWHERE, ANY GRADE, 


IN ANY QUALITY - LARGE OR 


AT THE RIGHT PRICE 


We are one of America’s largest independent processing 
and marketing houses specializing in butter and egg 


products for the food manufacturing industry. Fox has 


a reputation for delivering the goods—the right kind 


at the right price—always. A trial order will convince 


you. Write, wire or phone for quotations. 


THE PETER = () 9 SONS CO 


1122 Fulton Market CHICAGO Ph: Monroe 7200 




















ty 











TYPE E2—Patented 
Fondant per hour. 


Hard Candy. All pure sugar. . 


and specifications. 








The “Simplex” Vacuum Fondant Unit shown above (with one 
5-foot cream beater) is actually producing over 1,000 pounds of 


Vacuum Candy Machinery Co. 
Factory: HARRISON, N. J. 


THE NEW SIMPLEX VACUUM 
COOKING and COOLING UNITS 


For Highest Production of Quality Cream Fondant 


- gr. 
Pecas 


Incorporate 16 
New and Import- 
ant Features: 


- New Streamline Vacuum 
Kettle insures higher and 
quicker vacuum, 


iad 


Do You Know These Facts: ‘ae ee * 


How it saves in time, floor space, 


How it increases production without additional 


equipment? 


How it has revolutionized production methods 
and makes factory working conditions much 


easier? 


How the quality is improved by 
whiter and smoother fondant? 


Also many other advantages almost too num- 


crous to mention, 


From results actually accomplished no man- 
ufacturer operating on a wholesale basis or 
its equivalent, can afford to ignore this de- 


velopment. 


Without any obligation we are 


tend the fullest cooperation to help you de- 


3. Larger and more efficient 
vacuum pump. 


labor, ete? 


- Larger and more efficient 
condenser. 


uw 


. Larger and more powerful 
electric motor. 


6. Larger steam inlet and 


' outlet lines. 
producing a 


- More compact dome coun- 
ter weight. 


8. Draw-in connection with 
new quick acting self- 
cleaning air-tight valve. 


— 


- Air release valve for 
steam jacket in addition 
to bottom drain. 


10. Larger and higher goose 


ready to ex- neck assembly. 


termine what we can do for you under your ]11. Larger sight glasses. 


own working conditions. 


Also—The Simplex Vacuum Cooker for After-dinner Mints, Taffies, Caramels and 
. or any combination of ingredients. We also manu- as. Bow 
facture Special Steel and Stainless Steel Hot & Cold Slabs, Automatic Batch Rollers, 
Automatic Continuous Plastic Tablet Machines, Conveyors, etc.; Write for quotation 


15 PARK ROW | &- New 
NEW YORK 7, N. Y.|,, 


12. New sight glass light 
shade and bracket. 


extra large scale 
dome thermometer temper- 
ature gauge. 

14. New central control fea- 
ture arrangement for elec- 
tric and steam lines. 

automatic 

time alarm clock. 

- More practical cut-out or 

built-up base. 


vacuum 
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THE 
STANDARDIZED LECITHIN 


AND OUR "KNOW-HOW" 
ARE AN UNBEATABLE TEAM 


Fifteen years ago we introduced YELKIN to the Confectionery 

Industry as a basic control factor—its universal acceptance 
and use today substantiates our every claim—Yes, we know 
lecithin and how to use it. Our Service Department is anxious 
to be of assistance to you. Write today. 

Now that War-time restrictions have 

been removed, our Service Staff—the ROSS — ROWE INC 

same staff of nationally known produc- 7 S 

. = : : . 75 Varick St, Wrigley Bidg. 

tion men—are going back into action NEW YORK 13, N. Y. CHICAGO 11, ILL. 


to help you in your post-war plans. 
SOLE SELLING AGENTS FOR 


AMERICAN LECITHIN COMPANY 
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The Automatic 
Hard Candy Machine 


For producing all hard candies of 


spherical shape. 
Balls 
Kisses 
Barrels 
Eggs 

Olives, etc. 
One operator spins direct to machine. 
Capacities 3000 to 10,000 pounds. 
Our Model E incorporates all the 


developments of previous experience 


A Ten to One Favorite. 


John Werner & Sons, Inc. 
ROCHESTER 13. N. Y. 
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How to raise 


a steady customer 


First-time tasters become long-time customers when 
you intrigue them with Ethavan* — Monsanto’s 
Ethyl Vanillin — in your candies, confectionery and 
bakery goods. 


Ethavan is “‘keener’’ than vanillip. It has a more 
pronounced flavor, a more pleasing aroma. Experi- 
enced users find that it “stays,’’ even when products 
are subjected to high temperatures in processing. 
With approximately three times the strength of 
vanillin, Ethavan is economical to use, even though 
it is higher in price. 

Try Ethavan. Send for experimental samples — 
you, too, may find that its added taste appeal is soon 
reflected in increased customer loyalty. Just call 
the nearest Monsanto office or write: MONSANTO 
CHEMICAL ComPANY, Organic Chemicals Division, 
1700 South Second Street, St. Louis 4, Missouri. 
District Offices: New York, Chicago, Boston, Detroit, Charlotte, 


Birmingham, Los Angeles, San Francisco, Seattle, Montreal, 
Toronto. : 


*Ethavan, Reg. U.S. Pat. Off. 


CHEMICALS 


rey M SERVES MANKIND 
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CONFECTIONER’S BRIEFS 





@ New officers of Candy Crafters, Inc., Lansdowne, 
Pa. are W. R. Shunk, president; C. L. Crowder, 
vice-president and treasurer; H. J. Garlick, secre- 
tary; Mary Jane Kickham, assistant secretary. 

e@ \. A. Bonomo, ex- 
ecutive director Gold 
Medal Candy Corp., 
Brooklyn, is new presi- 
dent of the Candy and 
Associated Industries 
Club. (See photo- 
graph.) 

@ Nat Labell, honor- 
ably discharged from 
the armed services, last 
month took up regular 
duties covering the 
trade in Virginia, 
North Carolina, South 
Carolina for The 
Sweets Co. of America, 
Inc. 

® Schutter Candy Co., Chicago, has been merged 
into Universal Match Corp., St. Louis. Name is 
now changed to Schutter Candy Division of Uni- 
versal Match Corp. Management and personnel 
remain unchanged. Production will continue in 
Chicago. 

@ Huyler’s, Long Island, N. Y., recently received 
from Brig. Gen. G. F. Doriot, Director of the 
Military Planning Division, Office of the Quarter- 
master General, a letter of “appreciation and cum- 
mendation” for the firm’s “loyalty. unceasing effort, 
and many contributions aflorded the Quartermaster 
Corps during the past few years,” says President 
R. Ik. Swart. J. S. Swersey, Huyler’s vice-president 
was especially commended. 





@ Harry Martin and Herman Glickman, of Queen 
Anne Candy Co. Hammond, Ind., announce expan- 





sion of car card advertising program to eight met- 
ropolitan areas and maintenance in six key Midwest 
cities. Program began in September, 1945, 

@ Edward J. Flynn has resumed his position 
as vice president in charge of sales for Cook Choco- 
late Company, Chicago, manufacturers of “Vita- 
Sert.” the vitamin chocolate bar. Mr. Flynn was 
recently discharged from the Navy, with the rank 
of Lieutenant. He served 2 months in the Pro- 
curement Division of the Supply Corps. 

@® Mr. Patrick Haves. father of John D. Hayes, 
president of Fanny Farmer Candy Shops, Inc., 
passed away on December 22, 1945 at Belleville, 
Ontario, Canada. 
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ROSE 


Candy 


Approved by 
Leading Confectioners 


ROSE ALBION FLYER — To form, cut and twist-wrap 
squares, oblongs, or popular rolls — for Hard Candy, Toffee, 
Kisses, Nougats, etc. Capacity — 500 pieces per minute. 
ROSE EAGLE — To form, cut and fold-wrap plastics, Cara- 
mels, Fudge, etc. Capacity — 500 pieces per minute. 
ROSE TRIUMPH — To form, cut and twist-wrap fancy- 
centered pieces, squares, oblongs, or popular rolls—for Hard 
Candy, Toffee and other plastics. Capacity — 500 pieces 
per minute. 

ROSE I.S.T. — To twist-wrap preformed pieces of any ir- 
regular shape or size. Capacity Up to 160 pieces per 
minute. 


ROSE HORIZONTAL AUTOMATIC BATCH ROL- 
LER — Automatic spinner and feeder for use with Albion 
Flyer, Eagle, and Triumph — for plastic materials only. 


OTHER ROSE WRAPPERS — For special types of can- 


dies — twist-wraps, fold-wraps, or bunch-wraps. 
x k * 
FOR COMPLETE INFORMATION WRITE TO 


ROSE CANDY MACHINERY DIVISION 
Oi 


)W) AMERICAN MACHINE & FouNDRY Co. :i"cx 
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For Complete Flavor Service! 






FREE! 


New booklet of P & S products — 
contains many helpful hints on how 
you can get the most from your 
flavors and extracts! 

If you want special advice to help 
you solve your flaver problems, 
P & S Research Laboratories will 
develop a flavor to meet your own 
specific requirements for taste and 
cost limitations — without any charge 
te you, 











‘POLAK & SCHWARZ. ING. 


667 Washington Street «+ New York 14, N. Y. 
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® Clifford Clay, well known to the candy industry, 
has returned from a long sojourn in England, where 
he was associated with a number of English manu- 
facturers. He is now located permanently in this 
country. 
@ Sierra Candy Co., San Francisco, says President 
T. A. White, will run 300-line advertisements each 
month in The San Francisco Examiner. Los 
Angeles Examiner, Fresno and Sacramento Bee, 
auxiliary advertising in Sunset Magazine. Brand 
identification is stressed. 
@ Holbrooke Candies, Inc., New York, recently 
purchased for its own occupancy a seven-story 
building on First Avenue and 15,COO square feet of 
adjoining land. 
@ Far-West confectioners last month organized 
the Golden West Candy Club, in San Francisco. 
Purpose: (1) to promote closer relations between 
candy manufacturers and sellers in Northern Cal- 
ifornia, (2) further ethical standards in the industry, 
(3) exchange information among members. Officers 
are Thomas J. Sheridan, president; Max Sherman, 
vice-president; Claude Chaplin, publisher Western 
Tobacconist, secretary; Jack J. Kaplan, San Fran- 
cisco representative of Schutter Candy Co., treas- 
urer. Directors are T. J. Sheridan, Thomas J. 
Sheridan candy brokerage, San Francisco; A. C. 
Carrington, general manager Miss Saylor’s Choco- 
lates, Inc., Alameda, Calif.; Max Sherman, San 
Francisco candy broker; William Brainard, Harry 
N. Nelson cancy brokerage, San Francisco; A. S. 
Jaffe, Jay Associates, Oakland. 

Charter members and founders are: Ralph Mutz, 
Ralph Mutz Co., Oakland; James Mutz, his son and 
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associate; Charles Lewis, Sierra Candy Co., San 
Francisco; Melvin Sherman, son and asseciate of 
Max Sherman; Leo H. Shapiro, attorney for the 
San Francisco Tobacco Distributors; Austin Math- 
eny, E. J. Larsen, and J. Ray Fry, Fry Organization ; 
louis Ghirardelli, Ghirardelli Chocolate Co.; P. J. 
Fink, assistant western sales manager American 
Chicle Co; Harry lowell, Rockwood Candy Co., 
all of San Francisco. 

@ Bb. A. Fowler is new sales manager for Melster 
Candies, Cambridge, Wis. He takes over from 
Harvey Melster. vice-president, who will devote 
most of his attention to production, purchasing and 
plant management 





Col. Rohland A. Isker, commanding officer of the army's Subsist- 
ence Research & Development Laboratory. Chicago, receives from 
Brig. Gen. Georges F. Doriot (left), director, military planning 
division, O.Q.M.G., the Meritorious Service Unit Award for the 
Laberatory. Watching are (left to right: Jesse H. White, Lt. Col., 
retired; Capt. Walter A. Maclinn; Lt. Col. Don. L. Deane, all of 
SRDL. Col. Isker also received the Legion of Merit at the same 
presentation ceremony. 
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Who gets the major benefit5of your vanilla flavoring— 


the kettle, 
























Aromanilla meets the need for a vanilla 
flavoring that does not fade out in the 
kettle or freezer, but carries right through 
and meliows in the finished goods. 


Aromanilla—the improved vanilla flavor- 
ing—bhelps confectioners develop the tastiness of 








combined with similar but more sturdy natural vegetable and 
fruit extractives, will not fade out. These natural extractives 
replace some of the more delicate solids of the vanilla bean 
which are known to dissipate under extreme temperatures. In 
this way, the same flavoring elements of the Mexican Vanilla 
Bean are maintained in Aromanilla in the same balanced pro- 
portions through cooking and freezing . . . and actually ripen 
and mellow in the finished goods. 

BALANCE: Skillful blending of the Aromanilla ingredients pro- 
duces a perfect balance between taste and aroma—both impor- 
tant to fine vanilla flavoring. Thus, because the Aromanilla 


Aromanilla 


Imitation Vanilla Flavor 
NEW YORK 13, N.Y 





6 VARICK STREET 


HELPING CUSTOMERS IMPROVE THE TASTE OF THEIR PRODUCTS SINCE 190! 
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their goods by offering the following sound advantages: 


STABILITY: Aromanilla, made from a Mexican Vanilla Bean base, 


or the consumer? 


formula is in perfect balance, it blends with the other ingredi- 
ents of your recipe, bringing out that subtle insistency of bal- 
anced flavor called palate-appeal. 

ECONOMY: Since Aromanilla retains its full volume of balanced 
flavor in the mix right through cooking and freezing, and de- 
velops the full flavor of the other ingredients used with it, you 
will be able to use less flavoring. 


FREE SAMPLE 
Let Aromanilla show you what it can do to help you 
improve the palate-appeal of your products. Send for 


FREE sample and instructions for tests (enough for a 
50-pound batch of cream fondant or chocolate). 


The Aromanilla Company, Inc., Dept. B2. 6 Varick St., N. Y. C. 13. 


Please send a FREE sample of Aromanilla and instructions for tests so | 
can see whether it will improve the flavor of my products. 


Ti cd oats Send <aet ans euwdlt eCe ek NEE The e8oobs eased eee 
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SPEAS APPLE PRODUCTS 


SET THE STANDARD FOR QUALITY 





NUTRL-JEL 


Powdered Pectin for 


more than a half a century Speas has led the 
inating james. Aue Id in improving the qualify of apple products. 
preserves ww \ Pear after year able techniciags have worked in well- 
equipped laboratories to impgove every product that 
CONFECTO-JEL - bears the Speas label. That/is why you can always 

a powdered: Seer depend on Speas for Qualigh | 
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better Jellied Candis § 


APPLE VINEGAR 


and other Apr 





Products 








Pioneers in Egg Dehydration, we offer the Confectionery 
Trade first quality Albumen in the following forms: 
FROZEN WHITE + FLAKE ALBUMEN » POWDERED ALBUMEN 
SPRAY ALBUMEN + also EGG YOLK: FROZEN OR DRIED 


Send for samples! 


DOMESTIC EGG PRODUCTS, INC. (a subsidiary of DOUGHNUT CorP. OF america) 


393 Seventh Avenue, New York 1, N. Y. 


Plants at: witcHITA FALLS CHICKASHA McKENZIE NASHVILLE 


Texas Oklahoma Tennessee Tennessee 
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KRAFI 
MILK PRODUCTS 


for confectioners 


— — » ti 
$8 eceacrsip i al 


Step up the ; 
smoothness 
flavor 
quality 
of your candy 


KRAFT MILK PRODUCTS 


are 
- dependable 
* uniform 


* easy to use 








Call or write your nearest Kraft ottice, 
Industrial Food Products 
KRAFT FOODs COMPANY 
General Offices: 500 Peshtigo Court, Chicago (90) III. 
New York + San Francisco «+ Atlanta 
Minneapolis + Denison, Texas 
Branches in principal cities 
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@ The confectionery industry’s two-year drive 
for establishing a fund to build a greater market 
for candy reached $994,219.62. John H. Reddy, 
chairman of the Council on Candy of the National 
Confectioners’ Ass’n reports. During 1945, 3,259 
individual subscribers paid $490,205.24 into the 
fund; in 1944, 2.550 subscribers raised $504,014.38. 
Divisions of the industry participated in the Coun- 
cil fund as follows in 1945: 
No. of Sub- 1945 Sub- 
scribers scriptions 


Wholesale Manufacturers........... 363 $373,922.39 
Manufacturing Retailers... 131 22,235.41 
Chocolate & Cocoa manu- 

facturers Bitlis é 21 25,000.00 
Suppliers . pees sy ee 13,771.00 
Wholesalers sacs . 2,005 62,349.64 
Brokers and Salesmen ............ . 492 12,945.80 
Miscellaneous ae ae 4,981.00 


@ I. B. Schechter of H. V. Schechter Sales Associ- 
ates, New York, last month was the father of a 
daughter. The child was born on Mr. Schechter’s 
own birthday: January 9. 


@® Alfred Middlestadt, president of Dama Choco- 
late Co., announces near-completion of a modern, 
12,000 sq. ft. $100,000 plant in Paramus, N. J. Com- 
pletion is scheduled for March. 

® America appears likely to replace Germany in 
the export of new equipment to increase candy out- 
put in Sweden, the business trip of Vice-president 
Clarence T. Brockman and George Peterson, chief 
chemist, of the Swedish Suchard Chocolate Co., 
and Lid Koeping Candy Manufacturing Co., Aling- 
sas, Sweden, indicates. Although most American 
equipment is “too large and too productive” for 
Swedish purposes, Mr. Brockman is “hopeful that 
models can be developed which will meet our re- 
quirements.” At the New York offices of THE 
MANUFACTURING CONFECTIONER he dis- 
cussed American candy making equipment and 
products and said he was greatly impressed by 
American methods. Both he and Mr. Peterson 
visited numerous candy plants and headquarters 
of the National Confectioners’ Ass'n, Chicago. 

\bout 5,000 persons are employed in Sweden's 
candy industry. Annual production is about $30,- 
000,000. Their firm is the fourth largest in Sweden 
and employs about 300 workers. 

Sugar was not rationed to industrial users in 
Sweden during the war, Mr. Brockman said. Cuts 
to 72 per cent of the 1939 base period are now 
being made, however, in order to promote a Scan- 
dinavian “good neighbor” policy by permitting 
sugar exports tc Norway and Finland. Household 
users still receive unrationed supplies. 

Visiting NCA offices in Chicago. Mr. Brockman 
discussed possibilities of increasing the nutritional 
value of candy in Sweden and methods that might 
be used to encourage Swedish recognition of candy 
as a food. 

Oscar Trudeau, of Trudeau Candies, Minneapolis. 
and Ed. Dowling, of Dilling & Co., Indianapoiis, 
also exchanged views with Mr. Brockman at the 
NCA offices. NCA President Philip P. Gott pro- 
duced samples of experimental candies produced 
at the Southern Regional Laboratory, New Orleans, 


_and an “international taste comparison” resulted. 
—- 
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For your supply, keep in touch with your 


Swift Salesman. 





Schuler Company Head Dies 

Charles C. Schuler, president of 
Schuler Chocolates, Inc., Winona. 
Minn., died last month of an em- 
bolism following an operation at 
the Winona General Hospital. Mr. 
Schuler had been i'l a week. He was 
58 years old. 

One of the pioneers of the Mid- 
West candy industry, Mr. Schuler 
was associated with his father and 
two brothers in organization of the 
Schuler Chocolate Co., in 1909. He 
was a world traveler and was active 
in the financial and social affairs of 
his community. He served as a di- 
rector in two banks. was a member 
of the original board of governors 
of the Winona Country Club when it 
was organized, a member of the 
Arlington Club, the Lake Shore 
Club of Chicago, and the National 
Confectioners’ Ass’n. 


Charles Mongere Dies 

Charles Mongere. of The Capital 
City Products Co., Columbus, Ohio. 
died last month at the age of 75. 

Mr. Mongere is believed to have 
been the first man in America to use 
lecithin in‘ making compound coat- 
ings and caramel work. He had a 
reputation for being of great as- 
sistance to candy manufacturers ever 
since the early days when coconut 
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Expert candy makers know 


the quality that clicks ... 


me \ For Swift's Fluff-Dried Albumen 





oil and coconut butter were virtually 
new ingredients. 

Associated with the confectionery 
allied trade for 35 to 40 years, Mr. 
Mongere started with the old Orien- 
tal Oil Co.. on the West Coast. He 
later became associated with the 
Kaola Co., the American Coconut 
Butter Co., Durkee Famous Foods, 
and The Capital City Prouducts Co. 


Open House Well Attended 
National Candy Co., Inc. held 


open house recently in its new Chi- 
cago offices for representatives of the 
principal supply firms in the Chicago 
area. 

Seen at the open house were the 
following candy industry executives 
and buyers: 

Walter W. Kolbe. Reeds Candy 
Company: C. 0. Matheis. John John- 
son. Frank Hanscom. Chestér Far- 
rell, all of Walter H. Johnson Candy 
Company: Roland A, Plate. Consoli- 
dated Biscuit Corp: Wirt Farley of 
Confections. Inc.: Nick Lavezzorio. 
Peanuts Specialty: Walter Kraft, 
Ceorge Heath. R. RB. Young. and Al 
Junge of Clinton Company, Clinton. 
lowa: Neil Diller and Ray Iverson 
of Nutrine Candy Company; Theo- 
dore Stempfel, E. 1. Brach & Sons: 


Elmer Voight. Elmcrest Candies. 


quality fresh whites . 


farther . . 


Makes the perfect candy mix! 


Swift's patented process makes this 
choice product whip up to fluffy moun- 
tains in jig time. . . give a lighter, smoother 


. . retain the bland flavor of fine 


COPYRIGHT 1946, SWIFT & Compa 


Inc.; Ed Roehr, Mort Petrie, and 
Walter Holloway of M. J. Holloway 
& Company; and Philip P. Gott, 
Thomas A. Ryan, and Smith Cady, 
Jr. of the N.C.A; R. W. Watson and 
J. R. Krasne of Sears Roebuck & 
Company; Miss E. Wade of The 
Fair Store, Mrs. Helen Brink and 
Mrs. G. Ort of Stop & Shop; Walter 
Ozanic of Goldblatt Brothers; David 
Kupfer and Hubert Wolfe of Wal- 
gren Co.: and Mr. H. L. Smith of 
Montgomery Ward & Co. 

The company’s Chicago organi- 
zation comprises: 

W. Melville Cribbs. general man- 
ager; Edward R. Wood, divisional 
manager; H. B. Cosler, general 
superintendent. Leo A. Fitts, pur- 
chasing agent; A. C. Elwood, con- 
troller; Charles A. Gerlach, director 
of sales; H. B. Murphy, sales man- 
ager: and R. I. Johonnot, director 
of merchandising. 


® Curtiss Candy Company, has 
declared a 30 cents per share on 
the common capital stock of the 
company, which was payable Jan- 
uary 10, 1946, to stockholders of 
record December 31, 1945, and 
the regular quarterly dividend of 
$1.1214 per share on the preferred 
stock of the company to stock- 
holders during the same period. 


page 63 


. . makes it go 


. Saving you time and money. 
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HUBBER’ 
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@ “The Case of the Feather Throat,” a new pro- 
motion booklet simulating pocket-type mystery 
hooks, is being mailed wholesalers by Candy Bros. 
Mfg. Co., Inc., St. Louis, a division of Universal 
Match Corp., to show why “there is no mystery 
about Red Cross Cough Drop consumer demand.” 
® Over 700 employees of New England Confec- 
tionery Co., Cambridge, Mass., and its two subsid- 
iaries, Lovell and Covell Co., Cambridge, and Necco 
Sales Corp., New York, will share in company 
profits again this vear. President H. S. Ridley 
announces the company will credit employees ac- 
counts with 15 per cent of their 1945 compensation 
and bonuses. Similar amounts were credited in 
the last two years. 

@ Schutter Candy, division of Universal Match 
Corp., began a 52-week sponsorship of the “David 
Harding-Counterspy” program on the ABC net- 
work last month. Time is Sunday, 5:30-6:00 pm.. 
EST. 


| Cady Appointed Council Publicity Director 





S. H. Cady, Jr., for the past two years manager of the 
Council on Candy of the NCA, has been appointed direc- 
tor of public relations and assumed these additional 
duties on January 1, according to an announcement by 


John H. Reddy, Chairman of the Council. 
| 
! 
‘ 
S. H. Cady, Jr.. recent- 
ly named director of 
public relations for 
NCA. For the past two 
years Mr. Cady was 


manager of NCA’s 
Council on Candy. 





The Council's publicity program is designed to supple- 
ment the consumer advertising campaign and the home 
economics program of the Council. 

Mr. Cady held similar posts in the home furnishings 
industry and for the American Red Cross, War Depart- 
ment, and the Douglas Aircraft Co., before joining the 
Council staff. 

Duncan Campbell, a returned serviceman who edited 
the Sentinel, Army newspaper in Hawaii during the war, 
has been named public relations assistant. 





BUFLACON 


BUTTER FLAVOR CONCENTRATE 
- « MAJOR BUTTER Problems Solved! 
1. Butter Rancidity—Eliminated 
2. Butter Storage & Supply—Eliminated 
3. Butter Refrigeration—Eliminated 
4. Butter Costs—At Least Halved 


BUFLACON 


Made entirely of pure Cow's Milk, Sterile and cannot 
turn Rancid—Stable and Always Uniform 


Cannot Cook Out. 


Non-Alcoholic Write for Literature & Low Prices 
a 
National Food Products 
8 SO. DEARBORN ST. CHICAGO 8, ILLINOIS 
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, UNIFORMITY 
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\ 
HOOTON 
Chocolate Coatings 
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| 
HOOTON CHOCOLATE CO. 
NEWARK,N.J, - ESTABLISHED 1897 
MAKERS OF FINE CHOCOLATE 
COATINGS FOR ALMOST 
FIVE DECADES 
Our specialty is coffee. Don’t come to 
us for any other flavor. But, if you 
want a true, rich coffee flavor... 
flavor that will make your product 
outstanding . . . you should try Bar- 
rington Hall. It’s made by a special 
process that keeps it fresh longer. In 
liquid or powder form. 
BAKER IMPORTING CO. 
NEW YORK: 30 Church St. MINNEAPOLIS: 212 N. Second St. 


100% PURE 


ANOTHER TASTE-TRIUMPH BY HYGRADE FOOD PRODUCTS CORP. 
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Typical sugar grinding 
installation of No. 3TH 


Sw ee 
ELIMINATED- 


...2 Classifying screens 
2 mills 
7 motors 
and conveyors 





HIS impressive list of equipment was replaced in 

the plant of one hot chocolate powder manufac- 
turer with the installation of a MIKRO-PULVERIZER. 
In addition, cleaning time was reduced from 6 hours 
down to 30 minutes. 
Such savings among MIKRO users are not unusual. 
These and similar advantages all stem from a 
design especially suited and guaranteed for each 
individual application—from a report and recom- 
mendation made only after careful test and check 
of the user's material in our laboratory and test 
grinding department—the services of which are 
available without 
cost or obligation. 


Submitting a pro- 
duction test sample 
of your material for 
test grinding may 
provide the answer 
you are seeking. 
Write today for your 
copy of our Confi- 
sdential Test Grind- 


ing Data Sheet. 
NO. 2TH MIKRO-PULVERIZER 


PULVERIZING MACHINERY COMPANY 
61 CHATHAM ROAD + SUMMIT, N. J. 
NOW...2 TYPES TO MEET YOUR PULVERIZING NEEDS 


MIKRO-; ULVERIZER 


TIER 
Tre ERE 
U.S. Pat. Off 
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STYLE NO. | 
AVAILABLE IN ALL SIZES 


“Seamless” 


Copper Candy Kettles 


We specialize in the manufacture 
and repair of all types of copper 
steam jacket and open fire kettles. 


A. Berry Coprer Works 


Master Coppersmiths, Established in 1907 
249 W. Broadway, New York 13, N. Y. 
Telephone: CAnal 6-4427 








Prezanilla gives candy a balanced and lasting flavor. 
One gallon is the equivalent of 23 gallons of stand- 
ard strength vanilla—but of superlative flavor value. 
Prezanilla may be used in flavoring any food product 
wherever pure vanilla is required. Economy and satis- 
faction guaranteed. Sample and prices sent on request. 


PRESTIGE PRODUCTS COMPANY 


261 FIFTH AVENUE + NEW YORK 16,N.Y 














We offer two seaplant extractives which may prove to 
be the answer to your emulsifying, suspending, thick- 
ening or stabilizing problems: 


KRIM-KO GEL—an all-purpose colloid-assistant which, 
with improved tehniques of use, can prove effective in 
practically all food, pharmaceutical and industrial 
applications. 


CARRAGAR:—an agar-type gelatin which forms tender, 
fruit-like gel over a wide pH range. Does not require 
acidulation to produce desired results. 


Both products are now being successfully used by 
nationally known manufacturers in many fields. Write 
for literature, and any desired specific techniques. 





ete | 
1 4 Write today for sample of 
FREE a. siameeesteaniihdligiienipaatt 
L . J 
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| ment of O. L. 
| announced by Land O’Lakes Creameries, Inc., 








SUPPLY FIELD NEWS 


®@ Hooton Chocolate Co., Newark, last month elec- 
ted George B. Dodd president and treasurer. He 
succeeds his father, George W. Dodd, who died 
December 17, 1945. The elder Mr. Dodd, was presi- 





| dent for 48 vears. 


Other officers elected are: E. J. Teal, vice-presi- 
dent in charge of sales; T. A. Lewis, vice-president, 
factory manager; F. L. Robinson, secretary. 

Mr. Dodd, actively engaged in the business for 
18 years, says ownership will remain with the Dodd 
family. 


@ Fred H. Leonhardt was recently appointed 
Assistant to the President of Fritzsche Bros., Inc., 
New York. Son of F. H. Leonhardt, president, he 
recently returned from service overseas with the 
805th Tank Destroyer Battalion. 


@Sardik Food Products Corp., New York, whose 
pectin during the past few years was almost wholly 
taken by the government for overseas shipment, 
for the first time now is offering citrus pectin in 
quantity from its McAllen, Texas, plant. 


@ Horace A. MacKay recently returned from over- 


| seas service with the army to the sales department 


| of B. W. Dyer & Company, New York. 


@ Creation of a new sales district and appoint- 
Whatley as district manager are 


Minneapolis. Mr. Whatley will be in charge of 


| sales in Georgia, Tennessee, Louisiana, Mississippi, 


Alabama, and Florida. 


@ |.t. Arthur Goldman has returned to Edward 
Remus & Co., Inc., New York, from PT boat duty 
in the Pacific. He will call on trade in New York, 
New Jersey, and Philadelphia. 


@ Lt. Col. J. R. Adams is new manager of Stein, 
Hall & Co., Inc.’s Development Dept., Technical 
Division. Major Raymond J. Payne recently joined 
the firm's office sales staff. Edwin A. O'Neill, 
formerly of the Philadelphia branch office, is new 
acting manager of the St. Louis branch. 


® The Borden Company, New York, anticipates 
expenditures of appreximately 23 million dollars in the 
coming year for extension and improvement of equip- 
ment and properties. 
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eH. K. Beall & Co., Chicago, have announced 
partnership with Arthur C. Silber, former Food 
Price Specialist tor the Chicago Metropolitan OPA. 


@ A. M. Robinson is new general sales manager for 
The Hubinger Co., Keokuk, lowa. He succeeds 
J. H. McNamara who retires after 44 years service. 


@ California and Hawaiian Sugar Refining Corp., 
Ltd., has acquired a five-acre site in the héart of 
Los Angeles and is readying for early completion 
a modern distributing station for liquid sugars and 
syrups, says L. R. Campiglia, president. The unit 
will later be developed into a refinery to produce 
syrup from raw sugar brought direct from Hawaii. 
W. R. Junk will direct operations at the new Los 
Angeles plant. 


@® Lamborn & Co., New York, is distributing a 
graphic chart showing comparative sugar prices 
in World War I and World War II. The firm is 
also sending out its 14th annual edition of Lam- 
born’s Sugar Calendar. The calendar provides for 
each day of 1946 the prices of raw and refined sugar 
effective on the same date in 1945, monthly av- 
erages, data on harvesting periods of world sugar 
crops, highlights of government regulations and 
controls during 1945. 


@ Jack Wolk recently joined the Research and 
Development Dept., of Emulsol Corp., Chicago, 
from the Food and Drug Administration in Wash- 
ington. William Volk recently became chemical 
engineer in the firm’s production department. He 
was formerly with the Institute of Gas Technology. 


® New revision of OPA’s sugar rationing regu- 
lations covers: population shifts (R-357); replace- 
ment of lost, destroyed ration evidence (R-358) ; ap- 
plication for and report of retailer and wholesalers’ 
temporary allowable inventories (R-362, R-362-A, 
respectively); and pre-rationing investment in 
equipment using sugar-containing products (R- 
365), B. W. Dyer & Company, New York, an- 


nounces. 


@ D. W. McMillen, Chairman of the Board, and 
Robert H. Fletcher, president of Central Soya Com- 
pany, Inc., has announced the opening of a west 
coast office in Los Angeles for representation in 
California, Oregon, Washington, Arizona, New 
Mexico. Nevada, Wvoming, Idaho, Utah, Montana, 
Colorado, and northwestern Texas. 


Copyright 1946, Ambrosia Chocolate Company 


JOHN T. BOND & SON 


CONFECTIONERY BROKERS 


OF THE PACIFIC COAST 
* 


637 South Wilton Place Los Angeles 5, California 
We are now celebrating our 25th year in the 
Candy and Food Business. 


Resident Men Located in Washington, Oregon and 
Northern California 





TRUTASTE FLAVORS 


Tantalizing 





These IMITATIONS RIVAL NATURE'S 


lestful, Tangy CHERRY 
Full-Bodied, Rih GRAPE 


Luscious STRAWBERRY 


RASPBERRY 


NEUMANN: BUSLEE & WOLFE 


> 
< 


24-230 W. HURON ST 
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@ Swift Canadian Company, Ltd., has facilities 
under construction at the Toronto plant for the 
manufacture of home glue and other glue and 


Mint Puff Machine adhesive products. 


@ Fred H. Leonhardt, son of President F. H. Leon- 
hardt of Fritzsche Brothers, New York, has joined 
his father’s company. Dr. Darrell Althausen was 
recently added to the company’s staff as head 
of the New Products Department. 





@ Monsanto Chemical Company has appointed 
Edward W. Gamble, Jr., as sales assistant to the 
president of the company, William M. Rand. 


® The Corn Products Refining Company, North 
Kansas City, Mo., has announced that its nine million 
dollar construction program has begun. This activity, a 
culmination of a 1941 program outlined by George M. 
Moffatt, president of Corn Products Refining Company, 
will increase the present output of 190 tons per day to 
400 tons of dextrose sugar per day. The money will be 
spent in enlarging present buildings and in adding new 
equipment. A vast increase in the demand for the 
his is the very latest in design and improvements in a company’s products in the Western and the North- 


machine for making "Mints," "Mint Puffs,” ‘Mellow : P : . 
bilaie,” aie: dew Eells: celles hee tedichliel ern portion of the country has prompted the expansion 


grov nz and cutting. Capacity 8 io 10 ihousand Ibs. per move. 
day dependent on size of piece. Can be made with Water 
cooled rolls. We also build « 5000 Ib. « dey model. @ Ail general offices of the Franklin Baker Divis- 
Write Dept. AH ion of General Foods Corporation were to be located 
THOS. MILLS & BROS., INC. at the plant in Hoboken, N. J. as of January 1, Presi- 
1301-15 NO. 8TH ST., PHILADELPHIA 22. PA. dent Austin S. Igleheart has announced. George Ham- 








ton has been named general manager of the operation ; 
Henry Haldt, who has been associate merchandising 
“ manager of General Foods with responsibilities for 
coconut products, becomes sales manager; and James 
H. Baker continues in charge of manufacturing, engi- 
neering, and purchasing. In addition to coconut pro- 
ducts, the Franklin Baker Division manufacturs Jell- 
© and Jell-O puddings, Satins and LaFrance laundry 
products, and vegetable oils. 











SUPERB EXCELLENT 
FLAVORS COLORS @ Fritzsche Brothers, Inc., to keep their friends 


posted on rapidly changing conditions in the essen- 
ye en ag a = gt Md tial oil and related fields, are preparing to circulate 


at frequent intervals an informal trade report under 
the name “FRITZBRO REPORTER”. Up-to-date 
ames ° ong 0. information on prices, market trends, new products. 
818 1. FRANKLIN ST. 415 GREENWICH ST. 
CHICAGO 10 NEW YORK 13 


etc., will be presented briefly to supplement whole- 
sale price lists which will be issued more frequently 
ILL!NOIS NEW YORK than was possible during the war years. 
























Your Candy's Goodness 


. + - is improved by pure corn starch. Con- 
fectioner’s “C” Starch provides a sensible 
and safe base for flavor and color in your 
gums and jellies. Years of P & F research 
have made this a starch that improves shelf 
life and keeping qualities—safeguards 
“goodness”. 

Member of the Association of Manufacturers 

of Confectionery & Chocolate. : 


PENICK & ForRD 
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@ Chas. P. Shillaber, consultant in all branches of 
industrial microscopy, has been appointed to the 
; wee Staff of the Ralph L. Evans 
Associates in the field of in- 
dustrial chemistry, New York. 
Mr. Shillaber is the author of 
“Photomicrography in Theory 
and Practice” and has written 
a number of articles for The 
Manufacturing Confectioner, 
among which are: “Microsco- 
pists Indorse Candy Coated 
Gum”, by R. Whymper and C. 
P. Shillaber; “When Theory 
Meets Practice . . . Cocoa- 
Milk” by R. Whymper and C. 
P. Shillaber, (p. 20, August, 
1935), a study of the specific gravity factors of Cocoa- 
Milk; “A Microscopic Study of Sugar Coated Gum,” 
(p. 33, May, 1935); “Inversion ... What Is It?” by 
C. P. Harris, Ph.D., and C. P. Shillaber, (p. 17, 
April, 1937—Part I), a study by microscopic tech- 
nique of crystals in fondant; “Inversion ... What 
Is It?” (Part II, p. 15, July, 1937); “The Purpose 
of Conehing Chocolate,” by R. Whymper and C. 
P. Shillaber (Feb., 1938). 
@Synthetic Gum benzoin has reached the point of 
commercial production where the product com- 
pares favorably in purity and cost with the natural 
type from Siam. according to Mr. F. D. Hildebrandt, 
vice president in charge of the industrial chemical 
division of McKesson & Robbins, Inc., New York, 
which has become a distributor for the Bendix 
Chemical Corp. The preparation is used to fix 
the odors of incense, perfumes, and other cosmetics. 
and as a fixer for the tastes of certain pharmaceu- 
tical products. 
@ The Hobart J. Thurber Co. of Chicago, well- 
known food brokers, have added Lt. Commdr. 
DeWitt C. Cregier, former Chicago baking execu- 
tive recently released from the Navy, to their staff 
as manager of the baking department. These brok- 
ers represent in the Chicago area, the Wilbur-Su- 
chard Chocolate Co., The W. A. Cleary Corp., and 
a number of other nationally known food product 
manufacturers. 
@ Executives and employees of Magnus, Mabee & 
Reynard, Inc., New York, last month were pre- 
sented a bronze plaque by the firm’s sales force in 
commemoration of the company’s 50th anniversary. 
The award was made at the MM&R three-day sales 
conference, the first in four years because of war- 
time restrictions, in New York. 
| iceman eel 


CITRUS PECTIN 


100-GRADE *® QUICK SET 
Packed 150 Lb. Bbis. 
Processed exclusively for 

SARDIK FOOD PRODUCTS CORP. 


420 Lexington Ave. New York 17, N. Y. 





’ IMITATION FRUIT OILS 


Flavors and basic 
flavoring materials 
for the confection- 
ery, food, and 

allied industries. 


AND FLAVOR BASES 


A wide range of 
flavors of highest 
concentration for 
candies, pie fillers, 


dessert powders, ete. 


See our price list 


for details. 


rs 


‘ak 


iSCHIMMEL & CO... INC.E 
601 WEST 26th STREET 
NEW YORK, 1.N. Y. 








Wire Baskets, Electric Wax Heating Tanks, Stain- 


less Steel Cooking 


Kettles, Sterilizers, Cleaning 


Compounds, and Chemicals. 


D. C. COOPER CO. 


1467 S. MICHIGAN AVE. 


CHICAGO 5, ILL. 


Phone Harrison 8047 
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From the standpoint 
of time, OAKITE 
COMPOSITION NO. 
63 can set a hard-to-beat 
standard for removing 
chocolate, syrup, icing or 
other deposits from your 
pans and trays. This 
fast-working Oakite de- 
tergent makes quick 
work of putting your 
equipment in spick-and- 
span condition—in a 
fraction of the time 
formerly required. 


HIS Oakite “helper” 
speedily, thorough- 

ly and safely removes 
such accumulations 
whether the pans and 
trays are made of wood 
fibre, galvanized iron, 


steel or aluminum. Its 
unusual wetting-out 
lime-solubilizing and 
free-rinsing properties 
particularly recommend 
OAKITE COMPOSI- 
TION No. 63 PLUS 
the important added ad- 
vantage that laborious 
scrubbing or scraping is 
eliminated! Write for 
full details .. . FREE 
on request. 


OAKITE PRODUCTS, INC, 
36C Thames Street, New York 6, N. ¥ 
Technical Service Representatives in Principal 
Cities of the United States and Canada 


OAKITE 


Specialized 


CLEANING 











1. Design only 


Branch Office 
152 West 42nd Street 
New York 18, N. Y. 

Wisconsin 7-5649 





Home of 


“The Candy Cooling People" 


makers of 


Economy Belturns, Lustr-Koold Chocolate Cool- 
ing Conveyors and Tunnels, Packing Tables, 
Air Conditioners, Room Coolers, Dehumidifiers, 
and other “Economy” Equipment for Confec- 
tionery and Biscuit Manufacturers. 


We design to suit your requirements. 


Contact us for: 


2. Design and Fabrication 
3. Design, Fabrication, and Installation 


ECONOMY EQUIPMENT COMPANY 


Main Office & Plant 
919 West 49th Place 
Chicago 9, Illinois 
Boulevard 4300 
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®@ Great Britain is ready to restore private trading 
in West Africa cocoa but wants to establish a sys- 
tem of fixed commissions for dealers according to 
London advices. According to the reports, Ameri- 
can importers would be given a 1% commission 
and British dealers 4% on cocoa transactions. 


@ Allocations of dairy products for the first part 
of 1946, provide VU, S. civilians with about the same 
total quantity of dairy products, excepting for butter 
as in the October-December, 1945, quarter accord- 
ing to the U.S.D.A. 


@ Approximately 60 million pounds of the 70 mil- 
lion pounds of frozen whole eggs which were 
recently declared surplus by the War Department 
will be purchased by the Department of Agricul- 
ture. The additional 10 million pounds will . be 
offered to the domestic trade at ceiling prices. 


@ R. B. Magnus, vice-president of Magnus, Mabee 
& Reynard, Inc., New York, and secretary-treasurer 
of the Essential Oils Ass’n, will be chairman of the 
Dinner Committee for the 20th Anniversary Dinner 
of the Drug, Chemical and Allied Trade Section of 
the New York Board of Trade March 14. He also 
was recently elected to the executive committee of 
the Salesmen’s Ass’n of the American Chemical 
Society. 


@ Monsanto Chemical Company plans to restrict 
the use of the new rat poison “1080” to the use of ex- 
pert pest control operators only since it is poison 
dangerous in the hands of anyone else. It will not 
be put on the market available to the general public. 


@ An egg price support program has been an- 
nounced by Secretary of Agriculture, Clinton P. Ander- 
son. The government will purchase dried, frozen, 
and graded shell eggs, with the plan to reflect a U. S. 
average farm price of 29 cents a dozen during the 
flush production period this spring. 


@ Franklin Baker Coconut celebrates its fiftieth 
year as a familiar grocery store product this year. 
Fifty years ago, Franklin Baker, a Philadelphia 
miller, received a consignment of coconuts in 
payment for a flour shipment to Cuba. Mr. Baker 
bought out a small coconut shredding plant in 
Philadelphia and started a business which soon 
displaced his milling operations. Soon outgrow- 
ing his second Philadelphia plant, Mr. Baker 
moved his plant first to Brooklyn and then to its 
present location in Hoboken. Since 1926, Frank- 
lin Baker, has been a division of General Foods 
Corporation. 


@ Dr. Ralph F. Phillips has been appointed assis- 
tant scientific director of the Sugar Research Foun- 
dation. He will aid Dr. Robert C. Hockett, scien- 
tific director of the foundation, in the study of the 
role of sugar in the diet and as a chemical raw 
material. New grants for research, amounting to 
$38,200, by the foundation, brought the grand total 
over the $415,875 mark recently when Dr. Hockett 
announced awards to eight universities and a state 
experimental station. 


@ Puerto Rican sugar support payments for 1946 
have been clarified by the U. S. D. A. Production 
and Marketing Administration, 5 So. \Wabash Ave., 
Chicago. : 
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. . . as polite as he must be, little Jerry 

: is truly reluctant to give up more than 
one of his treasured sweets. Good? .. . 
Just ask him! . . . And so, too, ask any 
of the highly satisfied users of 


FLORASYNTH 


Imitation Concentrated Candy Flavors 
in more than 


32 DELICIOUS FLAVORS 
You will find them ee ae 


just what Jerry likes "fav webmail 
STRAWBERRY 


3 
; 
RASPBERRY { 
2 
b) 
} 





... what manufac- 


turers have: proved WALNUT 


CHERRY 
GRAPE 
ANISE 


Rar cet Ras ee Was ee Ra’ 


to themselves . . . 
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Pre 


LABORATORIES, INC. 


CHICAGO 6 - NEW YORK GI - LOS ANGELES 27 


DALLAS 1 +. DETROIT 2 + MEMPHIS 1 + MINNEAPOLIS 2 
WEW ORLEANS 13 + ST. LOUIS 2 + SAN FRANCISCO 3 + SEATTLE 4 


Florasynth Labs. (Conado) Ltd. — Montreal © Toronto © Vancouver © Winnipeg 
Florasynth Loboratories de Mexico $. A. — Mexico City 


lor February, 1946 





@ First Regional Merchandising Conference, NCA 
Distribution Committee, Broadwood Hotel, Phila- 
delphia, Pa., February 26. 


@ Packaging Machinery Manufacturer’s Institute, 
Semi-annual Meeting, Hotel Dennis, Atlantic City, 


N. J., April 1. 


® Packaging Exposition, American Management 
Association, Public Auditorium, Atlantic City, N. J., 
April 2-5. 

@ National Plastic Exposition, New York, April 
22-27. 


@ Chamber of Commerce of the United States, At- 
lantic City, N. J., April 30--May 2 

® National Candy Wholesalers, Association, Inc., 
First Annual Convention, Sherman Hotel, Chicago, 
April 30, May 1, 2. 

@ National Paper Box Manufacturers Association, 
Hotel Drake, Chicago, May 12-15. 


@ National Premium Exposition, Palmer House, 
Chicago, May 20-23. 

@ The Associated Retail Confectioners’, National 
Convention, Drake Hotel, Chicago, June 5-7. 


@ National Industrial Advertisers Association, Con- 
vention, Hotel Claridge, Atlantic City,“N; J., June 
20-22. 

@ National Confectioners’ Association, Annual 
Convention and Exposition, Stevens’ Hotel,-<Chi- 
cago, June 24-28. 

® National Confectionery Salesmen’s Association, 
Victory Convention, Hotel Statler, Buffalo, N. Y., 
July 9-11. 


@ The National Chemical Exposition, 
Coliseum, Chicago, September 10-14. 


Chicago 


® Wilbur-Suchard Chocolate Co., manufacturers 
of “Wilbur Buds,” has been awarded a certificate 
by the Brand Names Research Foundation for the 
“Buds” name which has been used continuously 
since 1891. 





EXPERT CONSULTING 
CONFECTIONER 


Wholesale and retail; more than fifty years practical exper- 
ience in every branch of the candy business. Complete 
factories set up and complete lines furnished. Cost account- 
ing methods, new labor-saving methods. Formulas for any 
branch of the candy industry. New candy bars and package 
goods. Results guaranteed. 


MR. TOM HENRY 


610 East 2nd St. LITTLE ROCK, ARK. 
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CONFECTIONERY BROKERS 


East No. Central States {contd.) 








South Atlantic States (contd.) 


New England States 


GLATZ BROS. 


Confectionery & Food Products 








JESSE C. LESSE HERBER 

Candy and Allied Lines 

Office and Sales Room 
248 Boylston Street 
BOSTON 16, MASS. 








> 


,err: 


Manufacturers’ Representatives 
Located in the Hub of the South 
Offices and Display Rooms 
517-20 Peters Bldg.—Phone: Jackson 6596 
A RGIA 


T W. GLASSMAN & CO. 


PEORIA, ILL.—SPRINGFIELD, ILL. 
Serving Central Ill. 39 yrs. 





A 3, GEORG 


Terr: S. States, Ga., Fla., Ala., Tenn., 
NW. C., §. C. 





SALES DEVELOPMENT CO. 
(M. F. Libman) 
114 State St.—Phone: LAF 7124 
e) . MASSA 
Covering New England over 22 yrs.— 
Accounts Solicited. 


WM. E. HARRELSON 
Manufacturers’ Representative 
5308 Tuckahoe Ave.—Phone 44280 


Terr: 


WALTER M. GREESON CO. 


101 Smith Street 
FLINT 3, MICHIGAN 
“We Are At Your Service Always— 


All Ways” 
Terr: Michigan. Estab. Since 1932 





VIRG 


RICHMOND 21, 
N. & S. Caro. 


W. Va., Va., 








Middle Atlantic States 





S. P. ANTHONY 


HUBERT BROKERAGE COMPANY 


“Across St. 
A 


Terr: 


BERNARD B. HIRSCH 
229 E. Wisconsin Ave. 
MILWAUKEE 2, WISCONSIN 
Terr: Wis.; ka.; Ill. (excludina Chicago); 
Mich. (Upper Penn.) 





Candy and Allied ee 


72 Spring St., 
from Terainai Sta 


A 3, GEORGIA 


DONALD A. IKELER 
2029 E. Main Street 
KALAMAZOO, MICH. 
Territory: Michigan 





Ga., Fla., & Ala., for 18 yrs. 





Manufacturers’ Representatives 
P. O. Box 1355—Phone 2-8469 
READING, PENNSYLVANIA 
T .. Md., Dela., Washington, D. C. 


Terr: Pa 


FACTORY SALES COMPANY 





Terr: 


Candies— eSee. Products—Specialties 
P. 


MARVIN V. HULING 





O. Box 2272 
HICKORY, NORTH CAROLINA 
No. & So. Caro., Ga. & Va. areas. 


Territory: Chicago, 


JOS. H. KENWORTH 


850 Lake Shore Drive—Phone: Whitehall 4850 
ILL. 


CHICAGO l1, 
Milwaukee, Minneapolis, 


St. Louis, Detroit. 25 years in territory. 








Broad Street Bank Building 
TRENTON, JERSEY 


Specialists in Specialties 
Terr: N. J.;.Pa.; Dela.; Md.; & 
Washington, D. C. 


MUNN FOOD PRODUCTS 


Candy Brokers 
Manufacturers of Sandwiches 
Telephone: 3751 
CHERAW, SOUTH CAROLINA 


3846 Mot 


HARRY KISSINGER 


dy—Novelties—Specialties 
aa Ave. a —- 9691 


ton on ions & SS. 











M. GRUNBERG 


3619 Rutherford St., Phone 4-7138 
URG, 
Territory: Penna., Md., Dela., D. C. 


CANDY ED KITCHEN 


Phones: Hazleton 306R1, 2173] 
MINES. PENNSYLVANIA 





LA’ e 
Over 20 yrs. serving upstate N. Y. & Ps. Job- 
Chains, Dept. Stores, Vending. & Food 
Distrs. 


LETERMAN-GLA 


30 Rockefeller Plaza—Phone CO-5-4688 
NEW YORK 20, N, Y. 


ers, 
Terr: 





Cc. L. POSTON 
335 Burgiss Buildina 
A 2, FLORIDA 
Confections & Allied Lines 
Terr: Ga.: & Fla. 20 vrs. in terr. 


ROY E. RANDALL 
Manufacturer’s Agent 
P. O. Box 605—Phone 7590 
COLUMBIA, SO. CAROLINA 

N. & S. Carolina. Over 25 yrs. in area. 








W. M. ROGERS & COMPANY 


Brokers & Distributors 


Gen. Offices: Rogers Terminal Bldg. 


IN, NORTH CAROLINA 
Terr: Eastern No. Carolina 





Terr: the entire U. S. 


FRANELIN RAY 
1419 W. aotesy Ave. 
. PENNSYLVANIA 


PHILADELPHIA 32. 
T Pennsylvania and W. Virginia 
Ret weeks. 





Candies, 


H. H. SMITH 
Box No. 1202 
IGTON 14, WEST V. 
Marbles, School Tablets, 
pers, Stationery, Napkins. 
Terr: W. Va., & Eastern Ky. 


ax Pa- 





Active coverage every | oz w 


HL V. SCHECHTER SALES 
ASSOCIA 





TES 


W. M. (BILL) WALLACE 
Candy and Specialty Items 
P. O. Box 472—111 Blair Bldg. 
DECATUR, GEORGIA 
Terr: Ga. & 


Fla.—Work every town. 


HARRY LYNN 
Candy Manufacturers’ Representative 
1511 “Hvde Park Blvd. 
CHICAGO 15, 
Terr.: Chicago, Milwaukee, Ill., Ind., S. Wis. 





G. W. McDERMOTT 


100 North Ravmond St. 


Terr: Wisc. & Upper Mich.—covered every 
five weeks. 


. W. 


247 Highland Ave.—Phone 3737-J 
ILLENOIS 


—Phone 382 
NSIN 





T, 
All of Ill., Wisc., Upper Mich., for 20 


yrs. making regular trips. 


OWEN BROKERAGE COMPANY 


Non-competitive lines only 
P. O. Box No. 463—Phene 355W 


Terr: Wisconsin & S. ‘Minnesota 


PEIFFER FOOD PRODUCTS CO. 

Imported and Domestic Candies 

104 So. Mich. Ave.—Phones: State 3531-32 
CHICAGO ILL. 


ARTHUR H. SCHMIDT CO. 


Terr: 














MU 3-8847—220 Fifth Ave. 
NEW YORK 


Candy and Allied Items 
Terr: Metropolitan New York 


East No. Central States 








SAUL STEIN ASSOCIATES 
Importers & Distributors of Fine Confections 
401 Broadway—Phone be 4-7344 
NEW YORK 13, N. Y. 

Terr: Entire United States. 





A. K. ACKERMAN COMPANY 


Terr: 
Want 5 Ib. box lines for Holiday, Easter Trade. 


Established 1896 Food and Candy Brokers 
S3-55 Leader Building 


tr: Cleveland-Northeastern Ohio 





ALE, 
26 Years Experience 
Territory: Pa. & W. Va. 


EDWARD A. (Candy) BARZ 
Manufacturers’ Representative 
Broker & diter 
P. O. Box 395 
LA PORTE, INDIANA 








South Atlantic States 
CHARLES R. ALLEN 


P. O. Box 286—Phone 3-3641-42 
IN 3, SO. CAROLINA 
Ga.; Jack- 


Branches: Savannah, Ga.; Atlanta, 
sonville, Fla.; and Charlotte, N. C.—Covering 


“ Southeastern terr. - 


J. N. ALLEN & CO. 








Territory: North Carolina 


201 N. Wells St.—Phones RANdolph 1618-1628 
ic NOTS 


H. K. BEALL & CO. 


GO 6, TLLI 
Territory: Illinois, Indiiuna, Wisconsin 
25 years in the Candy Business 


$24 Rockefeller Buflding 
io 


13, 0 
Terr: Ohio. Member Nat'l. Conf. Salesmen 
Ass'n. Buckeye Candy Club. 


SOMMER & WALLER 
Manufacturers’ Representatives 
8336 Marvland Ave.—Vin. 7174 
CHICAGO 18, 
Serving Metropolitan Chicago 
Sales Area for 25 years 


WARREN A. STOWELL 
& ASSOCIATE 


Phone TRiangle 1265 
7943 So. Marshfield Ave. 
ICAGO 20, ILLINOIS 
Chicago, Greater Chicago radius 
Milwaukee, Wis. 


C. H. THOMPSON 








wr: incl 








CHARLES R. COX 


1428 Erie os. 
Territory: Ohio, Michigan, and Indiana 


1421 Sigsbee St., S.E. 
RAPIDS 6, MICHIGAN 
Territory: Michigan only. 


WAHL BROKERAGE 








ROGER ETTLINGER 


Phone UNiversity 2-6737 

18300 Pennington Avenue 

DETROIT 21, MICHIGAN 
Terr: Entire state of Michigan 


Manufacturer’s naiees 
> it. 
ll, 


MILWAUKEE 
Terr: Mich., Ind., Ml., Wis., part of lowa 
and Minn. 


WALTERS & COMPANY 








JOHN L. COURSEY, JR. & CO. 











HICK: 
Terr: Va., N. C., 
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M. H. GALFIELD COMPANY 
IN 


743 N. . Street 


Complete Brokerage Service 
31 East tge Street 





MILWA 
Terr: Wis., eer Mich. & N. Ml. 
(Only reliable accounts solicited.) 


INDIANAPOLIS 4, INDIANA 
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CONFECTIONERY BROKERS 








East So. Central States 


West So. Central States 





Pacific States 





FELIX D. BRIGHT 
Representative of Manufacturing Confectioners 
Phone 8-4097—P. O. Box 17 
A-Three Sterling Court 

NASHVILLE 


Terr: Ky., Tenn., Ala. 


CLAXTON BROTHERS 


Located in the center of the South 
Merchandise Brokers Bldc. 
MEMPHIS 3, TENNESSEE 





3. 
Reg. & thoro coverage of Tenn., Ark., La., 
iss., and Ala. for over 25 years. 


J. L. FARRINGER 


1900 Cedar Lane, Phone 8-8470 
NASHVILLE 4, TENNESSEE 


Established 1924 
Terr.: Tenn., Ky., & W. Va. 


KENTUCKY BROKERAGE CO. 


271 South Hanover Ave. 
KENTUCKY 








Special Sales Agents in candies, chewing gum 
and allied lines. Banking references. 
Terr: Ky., E. Tenn., part of Va. and W. Va. 


PICKRELL and CRAIG CO. 





Also Offices and Warehouses at 
Middlesboro and Lexington, Ky. 


TUCKER BROKERAGE COMPANY 


P. O. Box 121, Crosstown Sta.—Phone 40175 


HIS 4, 
Conf. Mfvre Brent in Ark. Mise. In., & Ala. 


H. L. BLACKWELL COMPANY 
Emery Way at Sunset Drive 
EL PASO, TEXAS 
Phone: Main 8253 
Terr: Tex., N. Mex., and Ariz. 





J. J. BOND & COMPANY 
1840 Hill Crest—Phone: 7-1800 
FORT WORTH 7, TEXAS 
Territory: Texas 


D. J. DUNCAN & SON 
Confectionery and Sundry Lines 
lanover Street 


—, and Oklahoma 
EASON BROKERAGE COMPANY 


Banking & Trade Reference 
P. O. Box 1872—Phone Britton 583 
OKLAHOMA CITY 1, © OMA 
Terr: N. M., So. Kansas., Panhandle Tex. 


JACK NICHOLS, JR. 
Candies-Confections 
Phones: Logan 6-1608, Justin 8-5842 
3115 Daniels Street 

DALLAS 5, 


Terr: Texas and Louisiane. 














Terr: Texas, Louisiana. 15 Yrs. in territory. 





West No. Central States 


Mountain States 





GEORGE BRYAN 
BROKERAGE Co. 


410 Walnut Bido. 
DES MOINES 8, IOWA 
Consistent and thorough coverage of whole- 
sale candy and tobacco, wholesale grocery, 
chain store trade in central, eastern Iowa. 


ELMER J. EDWARDS 
Candy Broker 
3933 Elliot Ave., So.—Phone Colfax 9452 
MINNEAPO) 





Terr: Minn., N. & S. Dak.—Special attention 
aiven to Twin Citv trade. 


A. E. ERICKSON 


334 North First Street 
MINNEAPO . MINNESO 
Terr: Minn., N. D., S. D., W. Wis. 
With Luden’s. Inc. for 15 yrs. in same terr. 


GRIFFITHS SALES COMPANY 


707 Clark Ave.—Phone GA. 4979 
SAINT LOUIS 2 URI 








We specialize in candy and novelties. 
Terr: Mo., Il., and Kan. 


LEON K. HERZ 


1290 Grand Ave., Emerson 7309 
ST. PA 





Terr: Eastern N. Dak., Minn., Western Wis. 


HUTCHINS BROKERAGE Co. 


218 Third Ave., N. 





MINNEAPO . MINN. 
Terr: Minnecrvolis ond Adi. Terr. 


HYDE BROS. 
Candv Sverialicts 
P. O. Box 396, LINCOLN, NEBR. 
P. O. Box 1852, WICHITA, KANS. 
Terr: Coverina Missouri Vallev over 30 yrs 


TRI-STATE BROKERAGE co. 


. SO. DAKOTA 
: Western N. & S. NDekota and 
Eastern Mont. & Wyo. 


N. VAN BRAMER SALES CO. 


2244 Huntington Ave. 
APOLIS 16, M'NNESOTA 











MINNE. 
Territory: Minn., N. Dak., S. Dak., Ia., Neb. 


Coveroge every six weeks. 
Resident sclesman in Omaha. Nebr. 


J. A. YOUNGDOFF 


Specializing in conf. items adapted chain & 
volume buyers. 
1106 East 33rd Street 


CITY 3, MISSOURT 
Terr: Mo. except St. Louis, Ia., Nebr., Kan., 
Okle., Ark 
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E. G. ALDEN & COMPANY 
Box 5014 Term. Sta.—Phone Lakewood 599W 
D LORADO 


7. 


ENVER 
John Alden traveling—Colo., Wyo., Mont., 
& Neb. 





REILLY ATKINSON & CO.., INC. 
Confectionery & Food Products 
T LAKE CITY, U.—BOISE, IDA. 
Terr: U. & Ida., with contiguous sections of 
adjoining states. 
CAMERON SALES COMPANY 
5701 E. 6th Ave.—Phone: Dexter 0881 
DENVER 7, COLORADO 
Terr: Colo., Wyo., Mont., Idaho, Utah 
and N. M 


ELGREN BROTHERS & CO. 
Established 1906 
P. O. Box 19S—520 W. 2nd, So. 
SALT LAKE CITY 8, UTAH 
Complete coverage all jobbing trade Utah, 
Ida., Mont., W. Wyo., E. Nev. 


T. J. LANPHIER COMPANY 
Confectionery and Food Products 
BILLINGS BUTTE GREAT FALLS 
(General Office) 

Territory: Montana & Northern Wyoming 
Established 1907 


J. M. RANKIN COMPANY 
P. O. Box 426—Spruce 2912 
DENVER 1, COLORADO 
Terr: Colo., Wvo., Black Hills of S. Dok. 
Western Kans.. Northern N. Mex., W. Nebr 


GEORGE L. TRACY CO. 
509 Metals Bank Building 
BUTTE, MONTANA 
49 Stenleton Building 
BILLINGS, MONTANA 
(Headquarters Great Falls) 
Regular coverade of N. Wvo. & Montana 


GEORGE L. TRACY CO. 
813-814 First National Bank Ruilding 
GREAT FALLS, M ANA 
(Headeavarters) 

(Also offices in Butte and Billings) 
Concentrated coverage Mont. & N. Wyo. 


HARRY YOUNGMAN BROKER- 
AGE COMPANY 


2145 Blake Street 


DENVER. COLORADO 
Territory: Colo., Wyo.. Utah, Idaho, Mont. 





























ACE CANDY SALES CO. 


(Div. of Western Food Preducts Co.) 
206% So. Rexford Drive 
BEVERLY HILLS, CALIFO! 
Solicit accounts for So. Calif. 





GENE ALCORN & CO. 


1340 E. 6th Street 
LOS ANGELES 21, CALIF 
383 Brannan Street 
SAN FRANCISCO 7, CALIF. 
Territory: State of California 


BELL SALES COMPANY 


100 Howard Street 
SAN FRANCISCO 5, C. 
Candy & Food Specialties 
Terr: Calif., Reno, Nev., Hawaiian Islands 








JOHN T. BOND & SON 


§37 S. Wilton Place—Phone: Federal 6028 
LOS ANGELES, CALIF. 
Territory: Pacific Coast 

Our 25th Year in Candy and Food Field 





THE GOULEY BURCHAM CO. 
1848 E. Vernon Avenue 
, CALIFORNIA 
‘N. Mex., W. Tex., 


Offices: L.A., Phoenix, Tucson, El Paso, 
Albuquerque. 





CARTER & CARTER 


Confectionery Mfr's. Agents. Established 
with Industry since 1901. 
21 Connecticut St.—Phone: Main 7852 
SEATTLE, WASHINGTON 
Terr: Wash., Ore., Utah, Ida., Mont., Nev., Wyo 





THE EDWARD M. CERF CO. 


740-750 Post Street 
SAN FRANCISCO 38, CALIF. 
Specializing in candy and allied lines; 
Unexceptionable banking, other references. 





MALCOLM S. CLARK CO. 


332 Virginia Ave. 
FRANCISCO 


PORTLAND, OREGON 
P. O. Box No. 176, Phoenix, Arizona 


J. RAY FRY & ASSOCIATES 


420 Market St.—Phone Garfield 7690 
SAN FRANCISCO, CALIF. 
Terr: Calif., Ore., Wash., Mont., Ida., 
Utah, Wyo., Nev., Ariz. 








CHARLES HANSHER 


416 West Eichth Street 
LOS ANGELES 14, CALIFO! 
Personal contacts with chains, jobbers, syndi- 
cates & dept. stores throughout Calif. 





HARTLEY SALES COMPANY 


GEORGE W. HARTLEY 
742 S. W. y= Avenue—Phone: ATwater 5800 
ORTLAND 5, OREGON 
Suse Oregon, Washington & Idaho 





KESSLER BROTHERS 


Garfield 7354—Phones—-YUkon 1095 
709 Mission Street 
SAN FRANCISCO 3, . 
Terr: 11 Western States, Army, Navy, Export, 
Wholesale, Jobbing, Retil. Offices: S. F., L. A., 
Portland, Honolulu. 
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CONFECTIONERY BROKERS 





Pacific States (Contd.) 





I, LIBERMAN 


Manufacturers’ Representative 
170S Belmont Avenue 
SEATTLE 22, WASHINGTON 
Terr: Wash., Ore., Mont., Ida., Utah, Wyo. 





R. C. MEAD COMPANY 


1807 E. Olympic Boulevard 
LOS ANGELES 21, CALIFORNIA 
Covefage—Pacifid. Coast . States 





RALPH L. MUTZ COMPANY 


Ralph and Jim Mutz 
608—16th St. 
OAKLAND 12, CALIF. 
Concentrating on Northern Calif. 


HARRY N. NELSON CO. 


112 Market Street 
SAN FRANCISCO 11, CALIF. 
Established 1906. Sell Wholesale Trade Only. 
Terr: Eleven Western States 


GEORGE R. STEVENSON CO. 


302 Terminal Sales Building 
SEATTLE, WASH. 





Territory:. Wash., Ore, Ida., Mont. 
Over 20 years in this area. 


L. J. THOMPSON 

1238 N. W. Glisan Street 

PORTLAND 9, OREGON 
Terr: Ore., Wash., W. Idaho 


ROBERT E. THYR COMPANY 
Confectionery & Allied Lines 
200 Davis St.—Phone Douglas 8590 
SAN FRANCISCO 11, CALIFORNIA 
Terr: Calif., Nev., & Hawaiian Islands 











JERRY W. TURMELL COMPANY 
4127 Crisp Canyon Rd.—State 44713 
SHERMAN OAKS, CALIFORNIA 
(20 minutes from Los Angeles) 

Terr: Calif., Associates at Hawaii, Philippines 
and China. Established since 1932. 


RALPH W. UNGER 


923 East 3rd Street—Phone: Trinity 8282 
LOS ANG ‘ORNIA 





Terr.: Cauit., Ariz., N. Mex., West. Tex., Nev. 


ROGER S. WATSON CO. 
Phone: AXminister 1-2810 
5610 S. Western Ave. & 1025 N. Highland 
LOS ANGELES 38, CALIF. 
Terr: Calif. Another line required. Non 
competitive with present lines. 


WITTENBERG-ROSS 
24 California St—Phone: Exbrook 7973 
SAN FRANCISCO 11, RNIA 
315 West Ninth St.—Phone: Trinity 7159 
LOS ANGELES 15, CALIFORNIA 
Terr: Calif., Ore., Wash., Hawaii & Export 
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HELP WANTED: FEMALE 





HELP WANTED: MALE (Contd.) 





Chocolate dipper for retail store 
in popular Mich. summer resort. 
Must be experienced, neat and 
clean and sober. Nut clusters 
principal item. Tuly and August. 
Good surroundings, fine -climate. 
top salary. Please write now for 
details. Address B-2461, c/o The 
Manufacturine Confectioner, 400 
W. Madison St., Chicago 6, Il. 


HELP WANTED: MALE 


Chemist — Assistant Production 

Manager. Candy Manufacturer 
located in good-sized Mid-wes- 
tern city has an opportunity for 
a man 35 to 45 who has the re- 
quired education and experience 
in the chemistry of candy. Work- 
ing as the assistant production 
manager, such a man would face 
a handsome future. Address A- 
14610, c/o The Manufacturing 
Confectioner, 400 W. Madison 
St., Chicago 6, II. 








Factory superintendent for New 

England plant employing 250, 
manufacturing general line of 
candy and confection novelties 
for chain stores. Position offers 
excellent opportunity. State age. 
past experience, former employ- 
ers, length of service and salary 
expected. Address A-1468, c/o 
The Manufacturing Confectioner, 
400 W. Madison St., Chicago 6, 
Til. 
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WANTED CANDY MAKER 
FOR WELL KNOWN SOUTH- 
WESTERN MANUFACTUR- 
ER. ONE WHO SPECIALIZES 
ON FUDGE, NOUGAT AND 
PEANUT WORK. PERMAN- 
ENT POSITION, GOOD PAY. 
Address A-1464, c/o The Manu- 
facturing Confectioner, 400 W. 
Madison St., Chicago, 6 IIl. 





An Experienced, Creative Candy 

Maker for exnerimental Lab- 
oratory Kitchen of large Massa- 
chusetts Manufacturer. Attrac- 
tive proposition for person with 
practical imagination. Reply with 
complete information, experience. 
age and salary desired. Address 
-2465. c/o The Manufacturing 
Confectioner, 400 WW. Madison St.. 
Chicago 6, IIl. 





Production Manager. Candv 

manufacturer located in good- 
sized Mid-western city has great 
opportunity for right man. This 
man must be equipped by exper- 
ience to take full charge of opera- 
tions. Approximate production 
seven hundred fifty thousand 
pounds annually under rationing. 
Salary open. Address A-1469, c/o 
The Manufacturing Confectioner. 
400 W. Madison St., Chicago 6. 
Ill. 





HELP WANTED: MALE (Contd.) 





Help Wanted: Enrober man fa- 

miliar with Greer and National 
Enrober Machines. Steady work, 
good pay and pleasant surround- 
ings. Apply Andes Candies, 4430 
N. Clark St., Chicago, Il. 


=e WANTED >= 


CHOCOLATE MAN 


Experienced with enrober work 


and chocolate tempering 
PERMANENT 


with growing manufacturing concern 
Bronx Park East Section New York 
HIGH SALARY—IDEAL WORKING 
CONDITIONS 
CONVENIENT SUBWAY CONNECTIONS 


CLEAN FACTORY CAFETERIA 
STATE AGE, EXPERIENCE, SALARY 


Box MC 7343, 113 W. 42D 
NEW YORK CITY 


THE MANUFACTURING CONFECTIONER 





Mac hiner aN 
Established 1912 ee 


IS AN EXCELLENT 


PERMANENT INVESTMENT 
GUARANTEED 


In Your Plant REBUILT MODERN 
Modernization MACHINERY 


® 10 to 150 gal. cap. Single and Double 
Mixing Kettles, Stationary and Tilting 
Types. 


® Rose Candy Twist Wrapper. 


® Dayton and Ball Cream Beaters. 
®@ ideal Caramel Cutters and Wrappers. 
® Mills 2 way Automatic Caramel Cutter. 


® Package Machinery Co. LP and LP 2 


STEEL MOGUL (Also, Single and Double Huhn Starch Dryers) Secher Wrappers. 


® Gaebel Continuous Automatic Plastics 
Hard Candy Outfit with Automatic 
Batch Roller, Heated Sizer, with 
® Racine Model M. Die Pop Machines. Chains and Cooling Conveyor. 


® Racine Sucker Machines with Con- ® Single and Double Huhn Starch Dryers. 
veyors. 


@ 16", 24" and 32" National Equipment . 
Enrobers with automatic Feeder, De- © Simplex Steam and Gas Vacuum 
tailer, Cooling Tunnels and Packing Cookers. 
Tables. 


® 300 to 2000 Ib. Chocolate Melting 
and Mixing Kettles. 


® National Equipment Automatic Wood © Package Machinery Model KH Long 
and Steel Moguls. Salt Water Taffy Wrapper. 


® Berten Plastic Machine with large as- 
sortment of dies. 


WE PAY MORE FOR YOUR USED MACHINERY 


Realize high cash prices for surplus equipment! Whether it be a machine, de- 
partment or complete plant. WRITE OR WIRE US COLLECT, giving details so 
that we can promptly submit a substantial cash offer. National Equipment 24" Enrober 


UNION STANDARD EQUIPMENT CO. 


318-322 Lafayette Street . NEW YORK 12,N. Y ° Cable Address ‘Confecmach 


jor February, 1946 
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RATES: Line 35¢ (Bold Face 70c); Display—Col. In., 1 time $6.00, 2 or more $5.00. 








MISCELLANEOUS MACHINERY FOR SALE MACHINERY FOR SALE (Contd.) 








For Sale: One Complete BRAUS- | For Sale—Three Model A 3901-12 
MAN DISC REFINER for , Ceco Adjustable Carton Gluing 


COATING complete with two Machines with 6 ft. intake con- 
B R A 1 | [ { A b KETTLES. One VAN BUREN veyor, 15 ft. een 2 Dis- 
WRAPPING MACHINE with | charge Conveyor, '% H.P. 220-440 
ELECTRIC EYE. One PACK- V 60 Cy. Motor, Variable Speed 


AGE (S Type) MACHINE for | Drive. One Model A 3901-6 

( 0 ( 0 N UJ T Wrapping Bar 4"x1%"x 3%". | (Small) as above. _Ten Exact 
' Write or phone Gold Medal | Weight Shadowgraph Scales, 

| Candy Corp.. 2857 West 8th | ee ee . 
Unsweetened Shredded j Street. Brooklyn 24. Ln a r=3 Gr. Complete with 
or Grated Two Werner syrup coolers. All | Cord. All in good condition. 
copper with Jacolucci cream The Cracker Jack Co., 4800 W. 


H . Anni | beaters. In excellent condition, 6th St.. Chicago 38, Ill. 
delivery: March April, | Price on request. FREDERICK | For Sale: 2—16” Kilgreen string- 


| W. HUBER, INC., 268 West | ers. 2—Read Beaters. 2—25 
May and June, 1946 Broadway, New York 13, New | gal. Bani tilting double action 
York. mixers. 1—Reversible Champion 
Write or Wire: oeveneeeeneeeen — | dough mixer, trough size 
The following settilinn encinueese 27x27x29. 1—Peters Slitting and 
. which has been discontinued | Sheeting Machine, Type ND, 
Overseas Trading Corp. and which are in first class con- | No. 594. 2—20” Caramel Cutters. 
| dition: Elder Robinson Plastic | 1—One way sizer 24”x6". 2— 
420 Lexington Ave. | Filled Hard Candy Machines, | Mills 24” reversible _ sizers. 
NEW YORK 17, N. Y. Racine Sucker Machines, York | TRUDEAU CANDIES, INC., 
Batch Rollers, Hildreth Motor | St. Paul. Minn. ae SM 
Driven Hundred Pound Pullers, | For Sale: one Barret-Cravens 
Hohberger Continuous Butter Power-Ox, Model POK-948, 
Cup and Wafer Cutting Machines. | rubber wheels, 11 plate battery 
| 























Write for details. Address B-2466, and one Tungar Charger com- 
c/o The Manufacturing Confec- | plete, month old. price $1150.00. 
tioner, 400 W. Madison St., Chi- Write Burton & Drever, 5626 


cago 6, LIl. North 2nd St.. Rockford, III. 


ABSOLUTE PUBLIC AUCTION SALE 
4 VAST FLOORS OF NEW & USED EQUIPMENT 


FOR CHEMICAL FOOD AND PROCESS INDUSTRIES 


FIRST MACHINERY CORPORATION 
(FORCED TO MOVE—NOT GOING OUT OF BUSINESS) 
WE BUY & SELL | EAST NINTH ST. & EAST RIVER DRIVE, N. Y. C. 

SALES DATES: WED. & THURS., FEB. 27 xs 28, 1946 
(INSPECTION: PROMPTLY AT 10:30 A. M. EAC 
N: MONDAY, FEB. 25 TO SALE DATE 
ODD LOTS « OVER RUNS + SURPLUS COMPRISING 
Agitators, Attrition Mills, Autoclaves, Ball Mills, Battery Chargers, Beaters. Blenders, 
Bucket Elevators, Can Labelers, Cappers, Carton Gluers & Sealers, Centrifugals, Change 
Can Mixers, Choppers, Clarifiers, Closers, Colloid Mills, Columns, Compression Belt, Com- 
pressors, Conveyors, Cookers. Crushers, Crystallizers, Cutters, Dicers, Dryers, Electrical 
Equipment, Elevators, Evaporators, Factory Handling Equipment, Fermenters, Fillers, Filters, 
Filter ager —— Granulators, [oy Heat Exchangers, Hoists, Homogenizers, 
Hydraulic Lifts, Hydraulic Presses, Iron Mills, Juice Extractors, Juice Fillers, Kettles, Labelers, 
SHEETS*ROLLS*SHREDDINGS| | jiquid Fillers, Machine Shop, Machine Tools, Mills, Mixers, Motors, Ointment Mills, Pebble 
Cellenkane rolls ia cutter boxes 100 fi. or men Mills, Perculators, Pulpers, Pulverizers, Ag Presses, Pressure Cookers, Pressure Vessels, 
; Reaction Vessels, Retorts, Rinsers, Roll Mills, Roller Conveyor, Rotary Dryers, Screw Conveyor, 
CED CES SP Coe Genoese Sealers, Sifters, Sifters & Mixers, Skids, Sterilizers, Stills, Tablet. Machines, Towers, Tube 
Wex - Glassine Bags, Sheets & Rolls Fillers, C’osers and etc., Tumbling Mixers, Vacuum Dryers, Vacuum Fillers, Vacuum Pans, 
Vacuum Pumps, Visco Fillers, Viscolizers, Water Stills. 
Tving Ribbons-All Scotch Tape 


Golues th Whtthe guard Gos FREE AUCTION CIRCULAR ON REQUEST. SEND FOR COPY NOW. 
" " WR -—WIRE— NE TO 
Diamond Cellophane” Products INDUSTRIAL PLANTS CORPORATION 


PROFESSIONAL AUCTIONEERS, APPRAISERS, LIQUIDATORS 
Harry L. Digmond seamen = Brown | | 90 WEST BROADWAY, N. Y. 7 316 SO. LASALLE ST. 


2902 So. Michigan Ave.. Chicago 16, Ill. PHONE: BArelay 17-4185 CHICAGO 4, ILL. 
| (Pitts., Pa.; Toledo, O.) 
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MACHINERY FOR SALE ( Contd.) 





For Sale: In good condition 2— 
16” Motor Driven National 
Equipment Enrobers with bot- 
tomers and tunnels. May be seen 
in operation. For further details 
address B-2467, c/o The Manu- 
facturing Confectioner, 400 W. 
Madison St., Chicago 6, Ill. 





MACHINERY WANTED 





Two (or four) 500 Ib. Chocolate 
Melting Kettles. State Make. 
Age, Condition and lowest cash 


price. Wilson Candy Company, 
1158 Sutter St., San Francisco, 
Calif. 














WANTED 


YOUR IDLE MACHINERY 


WILL BUY FROM SINGLE ITEMS 
TO COMPLETE PLANTS 





URGENTLY WANTED: Copper Coating 
Pans and Vacuum Pans; Tablet Machines; 
Dryers and Mixers; Jacketed Copper and 
Aluminum Kettles. Describe fully and 
quote prices. 




















MACHINERY WANTED ( Contd.) 





Will buy old type vertical 3 

roller refiner 16” x 40”. Steel 
or stone rollers. Give price and 
where it can be seen. Address 
L-12457, c/o The Manufacturing 
Confectioner, 400 W. Madison 
St., Chicago 6, Ill. 





RATES: Line 35c (Bold Face 70c); Display—cCol. In., 1 time $6.00, 2 or more $5.00. 








MACHINERY WANTED. ( Contd.) 





SALES LINES WANTED (Contd.) 





Wanted: Cream Beater (ball 

type) 4 or 5 ft. Write M. 
Schneider, 1111 Colley Ave., Nor- 
folk, Va. 


Wanted: W. & P. 150 gal. ca- 

pacity base kettle, 125 Ib. steam 
pressure, jacketed kettle. Write 
full particulars as to condition, 
serial number, etc. Bowman Gum, 
Inc., 4865 Stenton Ave., Philadel- 
phia 44, Pa. 





Wanted: Package Machinery Co. 

Model K Kiss Machine. Ad- 
dress B-2462, c/o The Manufac- 
turing Confectioner, 400 W. Mad 
ison St., Chicago 6, III. 





POSITIONS WANTED 





Ex-veteran, candymaker, retail 
and wholesale, every phase, 20 
years exper. Preferably So. Calif. 
Address A-1463, c/o The Manu- 
facturing Confectioner, 400 \W. 
Madison St., Chicago 6, III. 


Man with many vears experience 

in all capacities of retail mfg. 
candy business desires contact 
with person who would use his 
knowledge, ability, and experi- 
ence to mutual advantage. Ad- 
vertiser is practical man who per- 
sonally can make all kinds of 
finest candies for retail trade. Can 
handle and instruct help in store 
and mfg. depts. Address B-2463, 
c/o The Manufacturing Confec- 
tioner, 400 W. Madison St.. Chi- 
cago 6, Il. 





Jobber-Distributor covering 
northwestern North Carolina and 
southwestern Virginia, wants 
lines of popular candies and bak- 
ery products. Car-Del Supply 
Co., Mount Airy, N. C. 





Candy and Allied Lines—After 

16 years with Luden’s, Inc., 
have resigned and entered brok- 
erage business. Interested in 
candy and allied lines for Florida, 
Georgia, Alabama. T. H. Hubert, 
c/o Hubert Brokerage Co.. P. O. 
Box 149, Atlanta 1. Ga. 





MANUFACTURERS 
Are you looking for salesmen 
to represent you for the coming 
year? We can put you in touch 
with experienced men covering 
practically all the United States 
Correspondence invited. 
Western Confectionery Sales- 
men’s Association. 
Edward Ossowski, Sec’y-Treas. 
5915 N. Fairfield 
Chicago, Ill. 














Manufacturers’ Agent. Commis- 

sion candy, nuts, gum, fountain 
supplies, frozen foods, allied lines. 
No competitive lines accepted. 
Only brokerage firm in Dakotas. 
Tri-State Brokerage Co., Belle 
Fourche, S. D. (Dakotas, Mont., 
Wyo.) 





PLANTS FOR SALE 





Plant fully equipped to mfgr. 
specialty item for candy industry. 
Modern equip. throughout. Mid- 
dlewest. Address B-2464, c/o The 
Manufacturing Confectioner, 400 
W. Madison St.. Chicago 6, III. 





ified 





able. Study the 


quick results. 








RATES: 


THE MANUFACTURING CONFECTIONER 
400 W. Madison St. Telephone Franklin 6369 CHICAGO 6 


a oe 
advert 


Line 35¢ (Bold Face 70c) Display— 
Col. In. 1 time $6.00; 2 or more $5.00. 


‘This is No Time to Retire’’... 


Just because governmental restrictions on steel products, help, and other items 
have been removed it does not mean that all these things are immediately avail- 
ts for the things that you need and in 
turn, sell the items you have but do not want to others through the classified 
columns of The Manufacturing Confectioner. 
that you make means extra profit to you. 


Every sale of unused equipment 
Send your classifieds in at once for 











for February, 1946 






























































































“Confectionately Yours...” 


66 HE government is offering for 
sale 26,827,157 cans of salted 
nuts—— the majority of which prob- 
ably will be crunched by the guy 
in the seat next to you at the 
movie.”—Spencer (la.) Reporter. 

“Almost everybody is demanding 
higher wages except the quiz con- 
testants, who seem satisfied with the 
old $64 per.”—Philadelphia Inquirer. 

“Add new-fangled expressions we 
ought to be tired of: ‘Whipped po- 
tatoes’ for mashed potatoes; ‘tossed 
salads’ for mixed salads; ‘chopped 
round steak’ for hamburger.”—Chi- 
cago Tribune. (But let’s not tire of 
“Candy Is Dandy—Keep It Handy” 

Ed.) 

Ground hog day has come and 
gone. Whether the ground hog saw 
his shadow or not is beside the point. 
What is important however, is that 
the ground hog or woodchuck is also 
called the whistle pig because when 
alarmed it will emit a loud, piercing 
cry before it scrambles for the safety 
of its den-—according to authorities. 
Mr. Roberts Mann of the Chicago 
Forest Preserve District says that 
the flesh of the young ground hog is 
well flavored, although seldom eaten. 
(Probably is no competition for 
candy which everyone knows is de- 
licious food.——4 \ 

“WASHINGTON (U. P.)—In ad- 
dition to everything else it took 
134,248 orders, directives and pro- 
clamations to win the war. This fact 
was brought out by information pro- 
vided a House Appropriations Sub- 
committee by the National Archives. 
The Office of Price Administration 
was most prolific. It issued more 
than 60,000 regulations. rules, price 
lists and directives. The war Pro- 
duction Board was a poor second 
with 9.516. The late President 
Rooseveit and Mr. Truman together 
issued 782 wartime proclamations 
and orders.” 

From “Picturesque Speech and 
Patter” of the Reader’s Digest comes 
this item: “I melt like chocolate 
in a baby’s hand.” (Margaret Hal- 
sey.) 

“Tips” for candy makers: Bob 
Burns, famous radio comedian, has 
a suggestion to make to stretch your 
butter ration to twie> i's preeevt 
length: mix a pound of butter with a 
pound of lard—you can’t tell the 
difference, it all tastes like lard! 

Despite raw material and other 
shortages, it still probably won’t be 
necessary for any of us to go to the 
dentist and have our “sweet tooth” 


pulled. 
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Ambrosia Chocolate Co. .........:.:::csscee $7 
American Dry Milk Ass'n. ................ Jan. ‘46 
American Food Laboratories, 

OES CTS ee 3rd Cover 
American Lecithin Co. ...............:0 Jan. “46 
American Machine & Foundry Co......... 59 
Amsco Packaging Machinery, Inc.....Jan. ‘46 
Angermeier. T. H. & Co. ..............cscsss0 16 
a Seren Jan. ‘46 
BIE Tens TI. snes ncn scccccencesncccesvesons 60 
IE CE GID... gan iiceiccscnenssecicoescestenices 65 
NE ICT. 0, oc cncscnacascntnagabeennnntil Jan. “46 
Beeman Ge, Bis Th. ..ccescccccccccees ... Sept. “45 
Basson’s Dummy Products ...................... 47 
Berry Copper Works, Ay .................0000000 66 


IE TIO, ssasccececcncscscsesocccnseed 
Bond, John T. & Son .......... 

Borden Company, The 
Brokers, Confectionery 
BNI TINIE M ciccssnsecccewsntenceveresorecseses 17 





California Fruit Growers 





II nceiuclishrdsicbiessdipcasseeseantinesinat 7, 12, 22 
Carrier Corporation  .................00.0. Nov. ‘45 
III MIG TIS covcerecccessecconoecessosenensentcos 3 
Cecoline Products, Inc. ................... Dec. ‘45 
Cleary Corporation, W. A. .............. Icda. “46 


Clinton Company, The ...................... 
Consolidated Products, Co., Inc............. 
i, - SS 











Corn Products Sales Co. ooo... 54 
Diamond Cellophane Products .............. 76 
Dodge & Olcott, Inc. oo... cece Jan. ‘46 
Domestic Egg Products, Inc. .... 61 
ft * 5 oa 15 
du Pont de Nemours, Inc., E. I. ........ Jan. ‘46 
Dyer & Company, B. We o.oo. cccceccccceees 52 
Ezonomy Equipment Company .............. 70 
Ever Ready Label Corp. .......................... 44 
eee: Jan. ‘46 
Felton Chemical Company, 
ee 2nd Cover 
First Machinery Corp. ooo... .ccccceccsccsesese. 76 
Florasynth Laboratories, Inc. ............ 71 


Fox Sons Company, Peter 
Fritzsche Brothers, Inc. 
Funsten Co., R. E. 
Fuchs & Company 






Gardner-Richardson Co. .................. Jan. ‘46 
Gaylord Container Corp. ................ Jan. ‘46 
Greer Company, J. W. .................. 4th Cover 


Handler and Merckens 
Heat Seal It Co. 


Hooton Chocolate Co. ..... 








cf Sa 64 
Ideal Wrapping Machine Co................... 46 
Industrial Plants Corporation ................ 76 
ft St 2 ae 52 
June Dairy Products Co. Ine............. Dec. ‘45 
Kenmer Products Co. ...............:c.cccccc00 21 
Kohnstamm, H. & Company .................... ll 
Kupfer Bros. Paper Co. ......-......ccccccceceeeeee 43 
Kraft Foods Company .................ccccc000000- 62 


EE 66 








Lachman-Novasel Paper Co. ............... 47 
Land O'Lakes Creameries, Inc. ............ 6 
Lehmann Company, Inc.. J. M...............-+ 55 
Long & Co.., Inc., James B. ...............:.:000+ 68 
Leuders Co., George ............ccccceseeeeeeeeees 52 
Lynch Manufacturing Corporation ........ 45 
Magnus. Mabee & Reynard, Inc............. 9 
BhaSo Cee ERC. ...0cccccerccccocesccccvesesereeeses 18, 19 
Marwyn Dairy Products Corp. .............. 53 
Merckens Chocolate Co., Inc. ................ 53 
Midland Farms Products, Inc. ................ 10 
Mills & Bros.,-Inc., Thos. ............-::000++ 68 
Minnesota Mining & Mig. Co. ........ Dec. ‘45 
Monsanto Chemical Company ................. 58 


. 


National Paper Box Manufacturers 





EE SEI ee TO Hoe ee ONO 37 
National Food Products Co. .............0.0 64 
National Ribbon Corpcration .................. 46 
National Starch Products Co. .................. 39 
Neumann-Buslee-Wolfe In:.. ...............00+ 67 
Nulomoline Company, The ............ Dec. ‘45 
Cabite Peete, GAC.  ....0<0ccccecescesecccesse0e. 70 
Overseas Trading Corp. ...........:.::cccsseeeees 76 
Package Machinery Company ................. 34 
Pack-Rite Machines. .....................0000+ Jan. ‘46 
Ponlck & Ford, Lid, Tie. .....00.ccccceccccsseess 68 
Pitt & Sons Co., The C. M. ..... ....Jan. “46 
Pras G Bete, BAG. on..cccccccccecesccecsesses 59 
Polak’s Frutal Works, Inc. ................ Jan. ‘46 
Prestige Products Company .................... 66 
Pulverizing Machinery Co. ...................... 65 


Refined Syrups & Sugars, Inc. ........ Nov. ‘45 








Remus & Co., Inc., Edward .............. Jan. ‘46 
Republic Steel Corporation ~ 
Reynolds Metals Company ............ Sept. ‘45 
Riegel Paper Company ..................:00008 48 
ane TR 57 
Sardik Food Products Corporation .......... 69 
SEA IS LAN 14 
Schecter Sales Associates, H. V. ....Dec. ‘45 
IR TI, a cscnccincavccdsiccinisnstines 69 
Solvay Sales Corporation 
RE SE A 
Specialities Appliance Corp. .......... Jan. ‘46 
NN i Ms TI MIDs ccsiseinccnsscsosesecapesneiass 13 





SE 
Sweetnam, Geo. H.., Inc. ..... 
I a 63 
Sylvania Industrial Corporation ....Dec. ‘45 






NE TEN icajstnickescncaausarioedonatincesia 47 
I i I. oct dccsccnasinassainstesntancaninaniodiensaietonis 52 
Union Pacific Railroad ...................0:0.s0.000 8 
Union Standard Equipment Co. .............. 75 
Van Brode Milling Co. .................... Dec. ‘45 
Vacuum Candy Machinery Co. ................ 56 
TD TI. TI, cicasescsceniccsecccenes Dec. ‘45 
Werner, John & Sons, Inc. .................0.00 57 
gS A - SEE eeenee Jan. “46 
Whitson Products ................c.sccscccssssesssseeees 20 
NE MIE SII. sce ccsccecnccsnssssccnsscansossas 40 
Wood & Selick. Inc.  ................:000.:. Dec. ‘45 


THE MANUFACTURING CONFECTIONER 








EVERY | merican Food PRODUCT MUST BE RIGHT 


BECAUSE OF 
TIRELESS RESEARCH 


BECAUSE OF 


AITH in the American Food Family 

saves time and trouble for busy 
confectioners who cannot afford to experis 
ment. To those in the nation’s leading candy 
plants, the trade name American Foods signi- 
fies (1) that the product was developed to the 
highest human degree of perfection before it 
was introduced, and (2) that it has been held 
rigidly to scrupulous standards throughout all 


manufacture. It can mean the same to you. 


INCUCEN 
This distinetive, concentrated form of pure coffee 


was developed to make the “Good Neighbor Flavor” Food LABORATORIES, ING 


ultra convenient and economical for confectioners 
to use. It gives superior results in Cream Centers, 860 ATLANTIC AVE. BROOKLYN, N. Y. 


Caramels, Hard Candies and Chews such as illus- ie sr aaa ne senna neers 
trated above. American Food’s Dutch Hopjes Type THE AMERICAN FOOD FAMILY OF DEPENDABLE CANDY INGREDIENTS. 
Flavor is a delightful variant for Hard Candies. . 

Write for complete information about both. 
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The Greer Pre-Bottomer with Refrigerated Cold 
Slab assures unrivaled quality-control in pre-bortoming 


chocolates. This combination - - especially when set 
up in a production line between the Greer Automatic 
Feeder and the Greer Coater — is an outstanding ex- 
ample of Greer engineering ingenuity. 

The larger roll within the Pre-Bottomer keeps the 
centers in contact with the chocolate longer, insuring 
thick, even bottoms. The Cold Slab then cools the 
bottoms to scientific perfection — using a refrigerant 
instead of water and regulating the temperature within 
close limits through automatic controls. 


AUTOMATIC | FEEDER 





This Greer unit produces perfect bottoms regard- 
less of weather, both winter and summer. At the same 
time, production is increased, scrap is eliminated, and 
water bills cut. As with all Greer machines, the Pre- 
Bottomer and Cold Slab afford easy, sanitary main- 
tenance because they are designed for accessibility 
and cleanliness. 

Greer is glad to be again in production on confec- 
tionery equipment. Write us today for free Booklet 
M-2 on the Greer Pre-Bottomer and Refrigerated 
Cold Slab. —J. W. GREER CO., 119 Windsor Street, 
Cambridge 39, Massachusetts. 











